Number of Folks 
Downing Whisky 
Has Gone Down 


Gallonage, at Any Rate, 
Has Dropped About 7% 
in 17 Monopoly States 


New York, Sept. 24—The liquor 
market still looks groggy. 

Ever since 1947, high-bibbing 
mark for the U. S., liquor com- 
panies have been watching the de- 
cline and fall of sales. It’s been 
tough, except for a brief flurry 
of activity in the fall of 1950 and 
early 1951, when buyers sprinted 
into stores to stock up because of 
Korea. 

In “Liquor Industry Trends,” 
the newsletter True publishes, Ben 
W. Corrado notes that 1952 liquor 
consumption will probably hit 
around 170,000,000 gallons. That 
compares with 193,766,629 gals. 
in 1951, and is approximately equal 
to the 169,545,152 gals. racked up 
in 1949—a “depressed year” in the 
mdustry. 

It could have been worse, ex- 
cept for a sizable spurt in gin and 
vodka sales. 


s The low state of the business is 
usually blamed on taxes, and Mr. 
Corrado estimates that, without 
taxes, the industry might have sold 
190,000,000 gallons in 1952. 
The tax problem is felt by all 
(Continued on Page 67) 
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WILL HE PITCH?—Nobody has been more anxious for the Yankees to win the Amer- 
ican League pennant than executives of Beech-Nut Packing Co., for they will 
run an ad in Life featuring Allie Reynolds, ace Yankee pitcher, which will come out | 
on Thursday, right after the World Series opener. Looking at a car card like the 


Life ad are (from left) J. A. Ulrich of Beech-Nut’s ad staff; H. R. Eggers, sales man- 
ager of the New York gum division; George Moc Gregor of Kenyon & Eckhardt, 
the Beech-Nut ogency, and R. 


J. Hooven, v.p. of Beech-Nut. 


Schaefer President Says Public Taste | 


Switches to Beer with ‘More Character’ 


New York, Sept. 24—With most 
of the beer advertising today 
stressing lightness, dryness, pale- 
ness, invisibility and what have 
you, the time has come to adver- 
tise a brew that’s really beer, a 
beverage with character, body and 
flavor. 


That’s the opinion of R. J. 
Schaefer, president of F. & M. 
Schaefer Brewing Co., which is 


celebrating its 110th anniversary 
this month. He expressed his sen- 
timents and predicted a change 
in popular taste for beer at a 


Trustee of Simmons 
Estate Declares No 
Stock Will Be Sold 


New York, Sept. 25—William E. 
Russell, trustee of the estate of the 
late Ida R. Simmons, told AA to- 
day that no part of the controlling 
interest of Simmons-Boardman 
Publishing Corp. has been sold, of- 
fered for sale or will be offered 
for sale in the near future. 

Mr. Russell controls 50,000 
shares of the common stock of 
Simmons-Boardman under the will 
of the late Ida R. Simmons. 

Rumors to the effect that the 
stock was being sold are entirely 
erroneous, Mr. Russell said. The 
trustee emphasized that the stock 
has not been offered for sale and 
that he is not planning to offer it. 


# Current rumors that Simmons- 
Boardman will dispose of its con- 
trolling interest were characterized 
by Mr. Russell as 
Competitors, he said, apparently 
are trying to lure key men of Sim- 
mons-Boardman into their own or- 
ganizations. 

Mr. Russell told AA that there 
are 78,000 shares of common stock 
of Simmons-Boardman outstand- 
ing. He, as trustee of the Ida R. 
Simmons estate, holds and controls 
50,000 shares, which have been set 
up in a trust fund. 

Simmons-Boardman publishes 
American Builder, six railroad 
publications and Marine Engineer- 
ing & Shipping Review and Marine 
Catalog & Directory. 


“ridiculous.” | 


Tea Council's 
Winter Budget 
Goes into TV 


Bretton Woops, N. H., Sept. 24— 
As a result of tests in Syracuse, 
N.Y., the Tea Council will allot 
100% of its hot tea advertising 
funds this fall and winter to tele- 
vision. 

Ten markets have been selected 
for TV spots beginning Nov. 3 and 
running for 20 weeks. 

The council’s advertising plans 
for the remainder of this year and 
early 1953 were released today by 
Edward M. Thiele, account execu- 
tive of Leo Burnett Co., the coun- 
cil’s advertising agency, at the 
seventh annual convention of Tea 
Assn. of the U.S. 

The markets selected for TV ad- 
vertising, Mr. Thiele said, “account 
for about one-third of the grocery 
sales of America and over 50% of 
hot tea sales.” 


@ It is estimated, Mr. Thiele said, 
that half of the nation’s families 
with TV sets will receive the Tea 
Council’s announcements for 20 
weeks. “In each of the 10 cities, 
sufficient advertising has been 


scheduled to assure weight and 
frequency comparable to the cam- 
paigns of other heavy TV adver- 
tisers,” the Burnett executive said. 
The same commercials that were 
(Continued on Page 71) 


luncheon last week commemora- 
ting the company’s anniversary. | 

“In my opinion,” he told the | 
meeting, “the pendulum is about} 
due to swing the other way. I am! 
convinced that the public is begin- | 
ning to look for a beer that may 
still be light and dry but which 
will have more character than the 
beers we have been getting. } 

“You won’t see any ‘lighter than | 
light’ or ‘drier than dry’ beer made | 
in the Schaefer brewery, but you | 
will see made and bottled what! 
we think is a really great beer. 

| 
@ “Popular taste in beer,” Mr. | 
Schaefer said, “seems to undergo a | 
change every so often. I am con- 
vinced that the average American 
when he drinks beer wants a good 
full-flavored brew. 

“Wars have had a lot to do with 
these temporary shifts in public 
taste. Take World War II. During 
the war people got accustomed to 
drinking beers that became lighter 
and lighter at the expense of those 
qualities in beer which we like to 
call character.” 

After predicting that the pendu- 

(Continued on Page 8) 


| announcements 


| pany will invest between $250,000 


| indicated. 


| 26 stations, not located in Hada- 


History: $2,000,000 


Hadacol Returns! 
$250,000 Budget Set 


LaFAYETTE, La., Sept. 25—Had- 
acol is getting up steam again. 

Shortly, the Leblane Corp. will 
have a new advertising agency, a 
new $250,000 advertising cam-| 
paign, at least two new products | 
and a new way to “buy” radio} 
time—for free. | 

In mid-October, the company | 
will launch what it calls “the most | 
penetrating advertising campaign | 
in Hadacol history. It will blanket | 
the southern states with spot radio 
on 239 stations 
and...ads in 316 newspapers and 
eight southern farm journals.” 


| 


s President Harry B. Goldsmith 
told ADVERTISING AGE that the com- 


and $300,000 in a 13-week period 
for the reintroductory drive. 

Erwin, Wasey & Co., New York, 
is the agency of record for news- 
papers (radio time is bought di- 
rect), but Mr. Goldsmith said that 
Russel M. Seeds Co., Chicago, will 
be appointed as the new agency 
soon. 

Under previous agreement, the 
Federal Trade Commission is 
looking over proposed newspaper 
copy, and the agency appointment 
will not be made until the com- 
mission has acted, Mr. Goldsmith 


An unusual aspect of the cam- 
paign is the manner in which ra- 
dio time will be “bought” on some 
stations. Mr. Goldsmith said that 


col’s primary selling area, have 
expressed so much confidence in 
the ability of the product to re- 
gain its multi-million-dollar sales 
position that they will run spot 
commercials at their own expense. 


® This will continue until surplus 
retail Hadacol inventories in their 
areas are exhausted. When re- 
orders begin to come in, LeBlanc 
(Continued on Page 70) 


Last Minute News Flashes 


‘SEP’ and ‘Holiday’ Rates, Guarantees Raised 
PHILADELPHIA, Sept. 26—Curtis Publishing Co. has boosted ad rates | 


NBC Wins Biggest Contract in Radio 


September 29, 1952 
Volume 23 - Number 39 

15 Cents a Copy « $3 a Year 
‘HICAGO 11 * Published Weekly at 


0 E. Illinois St. * DE. 7-1336 


801 Second Ave. » MU 6-8180 


Worth of Hope 


New York, Sept. 26—This was 
an active week in radio and TV 
sales for the major networks. 

Biggest radio coup was scored 
by National Broadcasting Co. This 
deai was officially announced in 
Hollywood by Bob Hope’s repre- 
sentative as the largest single-sea- 
son contract in radio history—a 
$2,000,000 contract calling for six 
shows a week. 

General Foods Corp. will spon- 
sor Mr. Hope’s return to radio. He 
has been absent during the early 
stages of the current season, his 
nighttime comedy session having 


| been dropped this spring by Ches- 


terfield. The comedian will make 
his entry into the daytime radio 
field Nov. 1 with a 15-minute, 
taped show five days a week. The 
show's format will be modeled 
after Mr. Hope’s convention com- 
mentary sessions at Chicago. 


= In the East the broadcast will be 
aired at 9:30 a.m., EST; in the West 
at 11:45 a.m., PCST. Jell-O des- 
serts will be featured in the com- 
mercials. 

Starting date for the evening 
show is Jan. 7 at 10 p.m., EST. 
Young & Rubicam is the agency 
for this sizable chunk of new busi- 

(Continued on Page 70) 


Florists’ Society 
Plans $1,000,000 
Marketing Program 


Cuicaco, Sept. 26—The Society 
of American Florists has appointed 
Bozell & Jacobs to raise a fund of 
approximately $1,000,000 for a na- 
tional marketing program that the 
society plans to conduct. 

This is the first national ad pro- 
gram that the society has under- 
taken since its famous “Say It with 
Flowers” campaign conducted 
more than 20 years ago. This is also 
the first advertising that Bozell & 
Jacobs has undertaken for the 
group, although the agency has 
handled public relations for SAF 
for more than eight years. 


® Details of how the agency plans 
to raise the $1,000,000 fund cannot 


about 9% on The Saturday Evening Post and Holiday, and has an- 
nounced higher circulation rate bases for both magazines. The new 
SEP base rate, effective April 4, goes from $13,710 to $14,670. On Holi- 


day, effective with its April issue, 


the jump is from $4,580 to $4,880. 


SEP circulation is at an alltime high, with average paid of 4,224,399 
reported for the first six months of '52. Newsstand sales are up to 
1,668,058, reportedly higher than any other weekly. The new circulation 
guarantee, effective in April, will be 4,000,000, compared with the| mowers every day of the year, not only 
present 3,800,000. Holiday circulation averaged more than 860,000 for! for holidays. 

the first six months of 52. The new Holiday rate basis will be 800,000 


against a current 750,000. 


Mactadden to Bring Out Variety Store Magazine 

New York, Sept. 26—-Macfadden Publications Inc. today confirmed 
reports that it is planning a magazine for variety stores. As yet, no | training for retailers to teach newest sales 
name has been picked, but Macfadden is aiming at a February or March 
issue with expectations of a 1,000,000 circulation. 


Croton Watch Goes Back 


to Bernbach Agency 


be revealed at present, Nathan 
Jacobs, president of the agency, 
|told AA. The society has about 
4,000 members, however, and pre- 
| sumably they will be called upon 
|to contribute their share to the 
campaign. 

The national marketing program 
will have five principal facets: 

1. A national ad program to sell more 


2. A merchandising program to support 
the advertising on the local level in 
coordination with local associations or in 
special local campaigns where florist as- 
sociations do not exist. 

3. A sales promotion program with 


| techniques in the daily sale of flowers 
through visual aid programs as well as 
traveling clinics. 

4. A stepped-up public relations pro- 
gram which will make National Flower 


New York, Sept. 26—Croton Watch Co. has reappointed Doyle Dane Week more meaningful than before. 
Bernbach, New York, as advertising agency, effective Oct. 1. The ac- 
count has been with Franklin Bruck Advertising for the past year. 

(Additional News Flashes on Page 71) 


5. An increasing tempo in the Florist 
Information Council activities dealing 
with “the suppression of the dangerous 
menace to the florist industry.” 
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Mendte Refused 
Many Agencies’ 
Merger Offers 


PHILADELPHIA, Sept. 23—The 
tendency to merge, especially 


among smal] agencies, is not wan- 
ing. 

J. Robert Mendte, head of the 
local agency bearing his name, told 
ADVERTISING Ace that in the less 
than five years he has been in 
business he has been approached 10 
times on merger proposals. Seven 
of those were proposals to merge 
on a 50-50 basis or a pro-rate of 
current billing. Three were offers 
to bring along accounts and work 
for larger agencies 

In fact, the first offer came two 
months after the Mendte agency 
opened its doors in 1948. Two years 
later an identical offer was made 
by the head of this “large and 
well-known agency” which actual- 
ly turned out to be a “one-man 
band.” 

And they’re still coming in, Mr 
Mendte said. He expects them to 
continue 


s “Two reasons seems to prompt 
» the urge to merge,” he stated. “One 
ig. exhaustion, the wear of the 
S@ugzie that marks all! in a busi- 
n@*s governed primarily by jungle 
law. The second is the inability to 
make « profit, and the accompany- 
ing insecurity which prompts the 
SMalier agency head to seek out 
COM panionship and ease the bur- 
den of loneliness.” 
Mendte also received sur- 
*s in some of the offers. For 
€@ample, he learned that, by com- 
ison, his own methods of doing 
iness were far more efficient 
than those who offered to merge 
“And, most importantly, we have 
nm able to make abundant prof- 
ig instances where, with these 
er agencies, they hardly broke 
even.’ he added. One agency with 
twice the billing of the Mendte firm 
W&s actually showing a loss while 
Mendte was making a comfortable 
profit. 


® When Mr. Mendte opened for 
buBiness on May 15, 1948, the only 
thing of value he had was a plan. 
During that first year any slight 
: (Continued on Page 6) 


COME ON ‘A MY CONFERENCE—Mrs. Dorothy Thompson, food editor for the Chicago 
Herald-American, receives her invitation to the Newspaper Food Editors Conference 


at the Waldorf-Astoria Hotel in New York Oct 


12-17 from C. D. Buddle (left) and 


J. Donald Scott, co-chairman of the conference committee. The meeting is sponsored 
by the American Assn. of Newspaper Representatives. 


Stolkin Buys RKO from Hughes; Release 
of Movies for TV Use Will Be Delayed 


Curcaco, Sept. 24 
bility that a backlog of movie films 
by a major Hollywood studio 
would be available for television 
soon became a reality this week. A 
group headed by Ralph E. Stolkin, 
Chicago business man, has pur- 
chased controlling interest in RKO 
Radio Pictures Inc. from Howard 
Hughes for a reported $7,093,940. 

While actual release of RKO 
films for TV showing will probably 
have to wait until legal problems 
involving the rights of actors, 
writers, musicians, etc., are settled, 
it is estimated that eventual sale 
of the RKO film library should 
bring in close to $20,000,000 

The sale came as a surprise to 
many who expected that Mr. 
Hughes would balk at signing at 
the last minute, as he had several 
times in the past 


@® The deal was negotiated for 1,- 
013,420 shares, representing an in-| 
terest of 30%, at $7 a share. | 

Mr. Stolkin is part of a group 
which recently bought KOIN, Port- 
land, Ore., and KJR, Seattle, from | 
Field Enterprises Inc. for $1,500,-| 
000 (AA, July 14). He is president | 
of Empire Industries Inc., mail | 
order house, and v.p. of National 
Video Corp., maker of television 
receiver tubes, both located here, 
and president of Screen Associ- 


| 
| 
| 
| 


There's Nothing Like Marriage, Say 
Ayer and Its African Diamond Client 


De 
Ltd. 


PHILADELPHIA, Sept. 24 
Beers Consolidated Mines 
(home office: Kimberly, South 
Africa) is a strong advocate of 
marriage. This is really not sur- 
prising, since the company makes 
diamonds and about 85% of U.S. 
marriages reportedly result in the 
sale of an engagement diamond 

In fact, jewelers in this country 
estimate that 60% of their current 
diamond sales depend directly on 
marriages. 

All these statistics come from 
N. W. Ayer & Son, the Philadelphia 
agency which has handled De 
Beers since 1939. Ayer this week 
announced a new 12-month cam- 
paign for its South African client 

a campaign that represents an 
increase over the 1951-52 program. 

The campaign for De Beers dia- 
monds includes eight full-color 
bleed pages in Life, Look and The 
Saturday Evening Post (this series 
will stress the engagement tie-in), 
a fashion series of six full-color 
bleed pages for Harper's Bazaar 
and Vogue and ads in four jewelry 
trade papers 

Ayer also will continue to handle 
publicity for the diamonds, involv- 
ing work in New York, Hollywood 
and Paris with designers and mak- 


ers of clothing and jewelry. The 
agency will seek to line up pub- 
licity tie-ins with motion picture 
stars, fashion leaders, schools, 
clubs and other groups. 


@ The national ad drive will be 
supported by dealer displays, some 
3,000,000 mailing pieces and the 
booklet, “The Day You Buy a Dia- 
mond.” More than 310,000 copies 
of this booklet have been distrib- 
uted in past campaigns 

Also in production is a two- 
reel color film for circulation 
among some 70,000 clubs, schools 
and community groups which use 
16mm movies regularly. This film 
will eventually replace “The Eter- 
nal Gem,” a De Beers film which 


originally had a commercial run 
in 3.500 regular theaters. 
The Philadelphia agency re- 


ported that 10 years ago the dia- 
mond was losing its place as “the 
gem of fashion,” but it has since 
recouped. Ayer said that in 1939 a 
quarter of a carat of cut diamonds 
was imported for each marriage 
in this country. The average has 
now doubled, said the agency, and 
the relation between diamond sales 
and the number of marriages is 
quite strong. 


and television films in Beverly 
Hills. 

Associated with Mr. Stolkin in 
the RKO purchase are Edward G. 
Burke Jr. and Robert S. Hays, both 
of San Antonio, and Ray Ryan of 
Evansville, Ind., all of whom are 
partners of Mr. Stolkin in an oil 
enterprise; A. L. Koolish, his fa- 
ther-in-law; Sid Korshak, a Chi- 
cago attorney who played a major 
role in negotiating the deal; Arnold 
Grant, New York attorney; Greg 
Bautzer, of Hollywood, and Sheryl 
Corwin, a West Coast theater 
owner. 

The group plans to swing im- 
mediately into production of half- 
hour TV films and full-length 
movies for theaters 


Clayberger Moves 
to McCarthy Agency 


New York, Sept. 26—Ray P. 
Clayberger, formerly v.p. of Owen 


& Chappell, has joined Ray Mc-| 


Carthy Advertising Service as y-.p. 
and general manager. Owen & 
Chappell will 
dissolve on Nov 
3, with some of 
its officers and 
four accounts go- 
ing to Kenyon & 
Eckhardt (AA, 
Sept. 15). 

Mr. Clayber- 
ger, who spent 
the last two years 
with Owen & 
Chappell, entered 
advertising in 
1904, when he joined Calkins & 
Holden. He was with that company 
for the next 46 vears. He served 
as secretary, treasurer and director 
of that agency 

He was associated with the 
groups that formed the Assn. of 
New York Advertising Agencies, 
which later evolved into the 
American Assn. of Advertising 
Agencies. 

McCarthy Advertising is a spe- 


Ray Clayberger 


cialist in travel promotion. 
Arts Exhibit Goes on Tour 
“New Ideas from the Old 
World,” an exhibit of European 
graphic arts luding posters, 
brochures, folders and broadsides 
in all techniques and _ processes, 
will be taken on a Pacific Coast 
area tour by the sponsor, Zeller- 
bach Paper C: San Francisco. 
The initial showing will be at 
the Palace Hote!, San Francisco. 


Bachman Backs Sportcasts 


Bachman Bakeries Inc., Read- 
ing, Pa., has signed, through Ait- 
kin-Kynett Co., Philadelphia, to 


sponsor the University of Penn- 
sylvania football broadcasts over 
WFIL, Philadelphia, sharing spon- 
sorship of the nine-game schedule 
with Canada Dry Ginger Ale Inc., 
New York. 


Advertising Age, September 29, 1952 


26-Year-Old Music 
Program Scheduled 
for TV Experiment 


San Francisco, Sept. 24—A 13- 
week experiment with television 
has been scheduled for Standard 


Oil Co. of California’s 26-year- 
old radio show, “The Standard 
Hour.” 

Starting Oct. 1, a 30-minute 


version of the classical music show 
will be telecast on KGO-TV, 
featuring outstanding soloists, the 
Standard Symphony Orchestra 
and the San Francisco Ballet. Sub- 
sequently, the show will be seen 
over KECA-TV, Los Angeles; 
KFNB-TV, San Diego; KPHO-TV, 
Phoenix; KING-TV, Seattle, and 
KSL-TV, Salt Lake. 

Independent of its radio count- 
erpart, the Standard TV show will 
be a separate production, filmed 
by the new “Palmerscope” meth- 
od. The Palmer video camera re- 
cords the show on 16mm film from 
a master monitor as it is being run 
off on a closed circuit in the sound 


The possi- ates, producer of motion picture | studio. 


|@ Standard has put 13 half-hour 
programs on film, reportedly at 
a cost of $20,000 apiece. The theat- 
jrical format consists of a group 
of musical vignettes, some per- 
formed in costume, before detailed 
three-dimensional settings. The 
|concert-hall illusion is completed 
j between numbers when the cam- 
era roams over scenes of an ap- 
plauding audience. The San Fran- 
|cisco Ballet is shown in eacn of 
the telecasts. 
| During intermissions, Hale 
| Sparks, the regular Standard Hour 
|}commentator, gives brief, informal 
talks about the oil industry, il- 
lustrated with appropriate movie 
footage. The tone for these sessions 
is set to underselling with an 
educational slant. 

Audience reaction to the tele- 
vised version of “The Standard 
|}Hour” will largely determine 
whether or not the show will be 
|continued beyond the 13-week ex- 
perimental period. Regardless of 
public response to the TV show, 
| Standard doesn’t plan any change 
r the long established radio show. 


Batten, Barton, Durstine & Os- 
born’s San Francisco offic? is the 
| agency for Standard of California. 


Cameo Curtains 
Finds Success 
as Advertiser 


By Charles Downes 

New York, Sept. 24—Until a few 
years ago, nationally advertised 
brand name curtains and drapes 
were virtually unknown. Large re- 
tail outlets had their own brands. 
But few manufacturers had any 
consumer acceptance. 

One of the pioneers in this field. 
Cameo Curtains Inc., manufacturer 
of Shir-Back curtains and drapes 
and hand print panels, exemplifies 
what good product backed by 
courage, intelligence and national 
advertising can do to achieve wide- 
spread consumer acceptance. 

The company’s advertising plans 
for 1953, Irving Zuckerman, adver- 
tising manager, told AA, call for 
a budget rise of 
25°, sponsorship 
of a_ 15-minute 
daytime radio 
show, continued 
use of television 
and magazines, 
and a_ vigorous 
promotion  pro- 
gram for dealers 
at the local level. 

Ideas and copy, 
for the most part, 
are originated by 
the advertising department of the 
company, but different agencies 
handle time and space placements 
—Product Services Inc. handles 
radio and TV, and Wexton Co. 
magazine space. 


a 


Irving Zuckerman 


s Currently, Cameo is using quar- 
ter pages in five magazines, a 15- 
minute television show of old mov- 
ie shorts three times a week in 19 
cities, and supplies 3,000 retail out- 
lets with mat service for local ads. 

Although the company was start- 
ed in 1928, it did not take out a 
patent on its Shir-Back curtains 
until ten vears later, when Marvin 
Rosenberg, president, and Bernard 
Rosenberg, v.p. in charge of sales, 
developed a special shirring fea- 
ture so that their curtains would 
drape any window at approved 

(Continued on Page 72) 


'Breitenfeld Complains That Too Few Ads 
Show Trademark Claim: Tells How to Do It 


ean Lite Buys Space 

Excelsior Life Insurance Co., 
Toronto, has scheduled a series of 
magazine and newspaper ads for 
the fall and the spring months, 
all of them stressing the value of 
buying life insurance at an early 
age. The copy will carry a coupon 
offering free literature, and name 
registration advertisements will 
appear in newspapers from coast 
to coast to keep the company name 
before the public. Tandy Adver- 
tising, Toronto, is directing the 
| campaign. 


'Gets 2 West Coast Accounts 
D’Evelyn Wadsworth & Guggen- 
heim, San Francisco, has been 
named to direct advertising for 
Victor Bisharat & Associates, 
Berkeley manufacturer of con- 
temporary home decorating ac- 
cessories, and Jack Himmelwright 
Co., San Francisco ranch invest- 
ment and property manager. 


Townsend Gets Poster Account 

Edward S. Townsend Co., San 
Francisco and Los Angeles, has 
been appointed California repre- 
sentative for Point-Of-Purchase- 
Posters, Portland. 


Hearst Transfers Bradner 

William Bradner, sales repre- 
sentative for the Los Angeles of- 
fice of Hearst Advertising Service, 
has been transferred to its San 
Francisco office. 


New York, Sept. 24—‘A sur- 
prising number of national ad- 
vertisers fail to let the public know 
that they have registered trade- 
marks. Damages in a suit against 
an infringer could be denied as 
a result of such negligence. A num- 
ber of advertising managers do not 
seem to realize the importance of 
this.” 

As evidence of this, Frederick 
Breitenfeld, attorney who special- 
izes in patent and trademark law, 
went through the Sept. 15 Life 
with an AA reporter and showed 
that there was no notice of regis- 
tration in 80 of the 116 ads in- 
volving trademarks. 

“Some of these marks may not 
be registered,” Mr. Breitenfeld 
said. “But it is obvious that many 
are on record in the Patent Office, 
and that advertising managers are 
not bothering to comply with the 
law.” 


s Mr. Breitenfeld, attorney for a 
number of national advertisers, 
collaborated with Otto Kleppner 
in writing the chapter on trade- 
marks in Mr. Kleppner’s recent 
book on “Advertising Procedure.” 

“The Trade Mark Act of 1946,” 
Mr. Breitenfeld pointed out, “says 
specifically and simply in Section 
29 that ‘a registrant shall give 
notice that his mark is registered 
by displaying with the mark as 

(Continued on Page 72) 
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brought these hearty letters 


of approval from Stevenson and Eisenhower. 


Frank Blake Leaves 
Kimberly-Clark; Will 


Act as a Consultant 


NEENAH, Wis., Sept. 23—Frank 
L. Blake, advertising and promo- 
tion manager for the paper and 
plastic products of the Kimberly- 
Clark Corp., retired today after 30 
years’ service. However, he said 
that he is “not in the market for 
a rocking chair” and plans to set 
up an advertising consulting serv- 
ice in Evanston, III. 

Mr. Blake, who started his ad- 
vertising career in the classified 
advertising department of the Chi- 
cago Tribune, 


and later saw serv-| 


ice with several Chicago agencies, | 


has done considerable pioneering 
in the advertising field. 


@ More than 20 years ago, when 
readership research was in its in- 
fancy, he hired George Gallup, 
then operating the Gallup Re- 
search Service in 
study readership of Sunday news- 
papérs, as a means of promoting 
advertising use of the roto sections, 


Chicago, to! 


for which Kimberly-Clark at that! 


time supplied a large tonnage of 
paper. These researches revealed 
so much valuable information that 
the technique was later developed 
for use by the Acvertising Re- 


search Foundation in a continuing | 


study of newspaper readership. 


Mr. Blake has produced many | 


studies of how to buy and use 
paper. One of the most popular 
booklets he prepared on this sub- 
ject, “More for Your Printing Dol- 
lar,” has been in such demand 
following the distribution of the 


being reprinted. 


Lipton Introducing 


New Onion Soup Mix 


HosBoKEN, N. J., Sept. 25—Arthur 
Godfrey has a new Thomas J. Lip- 
ton product to smack his lips over. 

It’s Lipton’s new onion soup mix, 
which is making its bow this fall 
via Godfrey’s Monday night talent 
scout program over CBS-TV and 
AM. The new mix will also be 
plugged with spot radio on ap- 
proximately 200 stations in addi- 
tion to the CBS outlets and with 
four-color pages in Sunday supple- 
ments across the country. 


| 


Charnay Says ‘Mirror’ Refused Ad 


New York, Sept. 23—Allied 
Syndicates Inc., public relations 
firm, and its president, David 
Charnay, who last year filed a 


million-dollar libel action against 


Columnist Lee Mortimer and 
Hearst Publications, has an- 


nounced that an advertisement it 
submitted to the New York Mirror 
was “refused by editorial lawyer.” 

Warren Kelly, v.p. in charge of 
retail advertising for the Mirror, 
told AA he had “no record nor 
recollection” of the ad. James A. 
Beatty, manager of national ad- 
vertising, said no such ad had 
been received. 

A spokesman for Allied said the 
ad was 600 lines and contained a 
reprint of a recent Drew Pearson 
column which described as er- 
roneous a rumor that Mr. Charnay 
ever handled publicity for Frank 
Costello. The libel action came 
after Mr. Mortimer allegedly thus 
linked Mr. Charnay and Costello. 


Allied said the Mirror had de- 
leted that portion of Mr. Pearson's 
column concerning Mr. Charnay. 
The entire column, it added, ap- 
peared in the Washington Post of 
Sept. 19. 

Allied said it immediately re- 
served 606 lines of space in yes- 
terday’s Mirror and composed an 
ad headed “Censored by the Daily 
Mirror.” 

The ad, it said, reprinted the 
Pearson column in full. “Delivered | 
to the Mirror by a Western Union 
messenger well in advance of its 
deadline, the ad was returned to) 
Allied with a receipt marked, ‘Re- 
fused by editorial lawyer,’ Allied 
said. 


Mr. Charnay said he also has| 


‘Christian Herald’ Renews Attack 
on Cigarets and Their Advertising 


Danger of Cancer Cited 
by Norr; Medical Men 
Are Chided by Publicist 


NEw York, Sept. 23—Smokers 
are getting scared, scared of lung 
cancer, and they have reason. 
That’s what Roy Norr, owner of 
the public relations company of 
Ames & Norr, says in an article in 
the October Christian Herald. 

He notes the gains of filter and 
king-size cigarets, and deduces 
that smokers are becoming ner- 
vous. He quotes a Lorillard ad in- 
troducing Kent to the effect that 
“about one-third of al) smokers 
react abnormally to the nicotine 
and tars in tobacco.” 

“But what sends the shivers 
down the spine of the cigaret in- 
dustry and appalls public health 
leaders is the dread shadow of 
cancer that now looms over every 
medical discussion of the relation- 
ship of excessive smoking to dis- 
eases of the respiratory tract,” he 


| Says. 
@ “The increase in lung cancer 
mortality is reaching almost epi- 


demic proportions’—quoting a UN 
World Health Organization survey, 
which cites the Medical Research 


| Council] of England and Wales re- 


port that “above the age of 45, the 
risk of developing the disease in- 


'ereases in simple proportion with 


the amount smoked, and may be 50 
times as great among those who 
smoked 25 or more cigarets daily 
as among non-smokers.” 

He quotes Dr. Alton Ochsner, 
former president of the American 
Cancer Society, as saying that “it 
is frightening to speculate on the 
possible number of bronchogenic 
cancers that might develop as the 
result of the tremendous number 
of cigarets consumed in the two de- 


cades from 1930 to 1950.” 


the ACS itself has 
started a mammoth, five-year re- 
search project on the subject, and 
has restricted itself to such cau- 
tious statements as, ‘““Many author- 
ities have suspected smoking as 
the major cause.” 

Workers in the field want some- 
thing done now, Mr. Norr says, 
and they point to an impressive 
literature on smoking’s relation to 
cancer “largely suppressed from 
public notice by the advertising 
pressure of the cigaret industry.” 

Mr. Norr couples the American 
Medical Assn. with the ACS, and 
quotes AMA's outgoing president 
as saying: “There is considerable 
dispute as to what part smoking 
may play in the development of 
cancer of the lung. ..This will re- 
quire a period of years to ascer- 
tain.” 


s However, 


® “Nothing could better serve the 
tobacco industry,”’ Mr. Norr writes 
furiously, “. . .meantime, campaigns 
for cigaret addiction would con- 
tinue on the air. The ‘testimonials’ 
would reign supreme. The ‘Doctor’ 
on the television screen could still 


prescribe his cigarets as a remedy 
| for smoker’s cough. And the hudk- 


ster would continue to blitz the 
American family with fake medi- 
cal claims.” 
He accuses the “medical bB- 
reaucracy” of inertia which has 
helped the cigaret-makers hide 
the truth, and he notes a tender 
relationship between them. “The 
‘bible’ of the profession, the Jouf- 
nal of the AMA, in its advertising 
pages, was glad to accept Dorothy 
Lamour as an authority on cigarét 
‘mildness’; to present the claiffM 
that ‘not a single case of throat 
irritation was due to smoking,’ an@ 
(Continued on Page 41) i 


pending $2,268,000 in damage suits| Loeb, Levenson, Judy Holliday and Ives 
Deny They’‘re Reds Before Senate Group 


against Crown Publishers, Mr. 
Mortimer and Jack Lait, editor 
of the Mirror, whose book “Wash- 
ington Confidential,” he alleges 
gave further publicity to the libel. 


As Agencies Go, Svenska Telegrambyran 
Is Far Out in Front, Athletically Speaking 


STocKHOLM, Sept. 23—American 
agencies may be interested in 
knowing—for future reference— 


about an annual Olympic competi- | 


tion which has been set up here 
for the advertising industry. 
It’s too late to enter this year, 
because the first international 
Mail-Matches of Sports and Darts 
has already been held. But Svenska 


| Telegrambyran, Stockholm agency 
| which arranged and also won the 


first edition of 25,000 that it is now | competition, announced that 


“be- 
cause of the great interest” the 
matches will be held again in 1953. 


# It should be a simple matter to 


Lipton onion soup is made by | 


adding the dry mix to boiling water 
and cooking for ten minutes. 
mix will retail for about 15¢ a 
package. 

Young & Rubicam, N 
the Lipton agency. 


The. 


participate, since the matches are 
conducted through the mail. Sven- 
ska Telegrambyran said that lead- 
ing advertising agencies in 50 
countries were invited to enter the 
inaugural competition this year. 
However, it is not known how 
many nations were represented, as 
the Swedish agency only released 
a list of event winners. These win- 
ners, as reported by Svenska Tele- 
grambyran, were: 

Darts: Crawfords, London, and J. Wal- 
ter Thompson Co., London, 68 throws. 

Running, 80 m, ladies: Heidi Gfeller, 
Publicitas, Lausanne, 13.0 sec. 

Running, 100 m, gentlemen: Hans In- 
eichen, Publicitas, Lausanne, 12.8 sec. 

Swimming, 50 m, ladies, free style: F 
Gibson, Svenska Telegrambyran, Gothen- 
burg, 48 sec. 

Swimming, 100 m, gentlemen, free style: 
Hans-Jorg Schaeren, Publicitas, Lausanne 


vew York, is | 3.30 min. 


Long jump, ladies: Inger Persson, Sven- 


' burg, 40.30 min. 


Stockholm, 3.65 m 
Bernard Meuw- 
5.05 m 
ladies: M. Lar- 
Gothen- 


ska Telegrambyran, 
Long jump, gentlemen 
ly, Publicitas, Lausanne, 
Walking, 5 kilometers, 
sson, Svenska Telegrambyran, 


gentlemen: B 
Goth 


Walking, 10 kilometers, 
Hultgren, Svenska Telegrambyran, 
enburg, 1.08.05 h. 

Shooting, 200 m, army rifle, ladies: Ulla- 
Britt Ohlson, Svenska Telegrambyran, 
Stockholm, 80 p. 

Shooting, 200 m, army rifle, gentlemen 
Sture Berggren, Svenska Telegrambyran, 
Stockholm, 91 p. | 


American Lines Gets Subsidy: 
Hoffman Appointed PR Head 


American President Lines, San 
Francisco, has been granted an 
operational differential subsidy | 
for its trans-Pacific passenger 
service. The Federal Maritime 
Board’s decision is retroactive to 
1947, and the steamship line will 
receive approximately $15,000,000 
in back subsidies. 

The company also has promoted 
Eugene F. Hoffman, head of the 
publicity and advertising depart- 
ments, to v.p. in charge of public 
relations and advertising. 


Promotes Processing of Cigar 
Grabosky Bros. Inc., Philadel- 
phia, is using the largest news- 
paper campaign in its history to 
promote a new infra-red curing 
process now used on its Royalist 
cigars. Large acis in 25 newspapers 
along the eastern seaboard claim 
the process makes the cigars extra 
mild and mellows the flavor 
Harry Feigenbaum Advertising, 
Philadelphia, is the agency. 


WASHINGTON, Sept. 24—The Sen- 
ate internal security committee to- 
day released the testimony for four 
entertainers who have been ac- 

cused of affiliations with Com- 
munist-front organizations. 

Philip Loeb, who had been 
dropped from the TV show “The 
Goldbergs,” told the committee 
“Red Channels” was probably 
right when it linked his name with 
17 Communist-front groups. He 
denied he was a Communist, and 
he contended he affiliated with 
organizations which appeared to 
have laudable purposes. 

“I had no compunctions about 
going with those I assumed were 
good American citizens,” he said. 

Mr. Loeb said at the time of his 

appearance—April 23, 1952—-he 

was drawing “alimony” from “Mrs. 
Goldberg” because he had been 
under contract at the time he was 
dropped from the program. 


s Sam Levenson, appearing be- 
fore the committee at his own re- 
quest, denied that he had any 
Communist-front affiliations. Con- 
fronted with ads from the Daily 
Worker announcing his appear- 
ance at lectures and dances in 
1948, he said “it was just a job.” 

“To me,” he said, “13 Astor 
Place (identified by 
counsel Edward Duffy as ‘The Lit- 
tle Kremlin’) ‘meant a hall where 
people gathered to dance. 

“I came there, went up in the 
elavator, went into the penthouse 
or panel room and did my stunt 
and out. 

“To me it was an office build- 
ing. I went under the assumption 
it operated as do Fraternal Club- 
house, Manhattan Center and oth- 


ers which simply rent out rooms, 


committee | 


to organizations. g 

“I had no political ——— 
between 13 Astor Place and an 
thing special. I never stayed ata 
dance. I did my performance an 
went home.” 


8 The committee did not link Mr. 
Levenson with red-front groups. 

Actress Judy Holliday said she 
got into Communist-front groups 
because she was a sucker for a 
hard luck story. She said people 
would phone for permission to use 
her name, and list other promi- 
nent people who were going along. 

In the past two years, she said, 
she has learned to refuse every- 
one, “except causes like cancer, 
heart and cerebral palsy.” 

Miss Holliday said “I have had 
my eyes opened like they have 
never been opened in the last 
year by Columbia Pictures, by 
lawyers, by people I have hired 
to investigate me.” 


s “You hired people to investigate 
yourself?” Sen. Arthur Watkins 
(R., Utah) asked. 


“I certainly did,” she said, “be- 
cause I'd gotten into a lot of 
trouble. 


“I wanted to know what I had 
done.” 

The committee also released 
testimony by ballad singer Burl 
Ives, who admitted Communist- 
front affiliations in the past, but 
declared he was now convinced 
that every citizen has an obliga- 
tion to do his utmost to expose 
Communist activities. 

Previously, the committee re- 
leased testimony dealing with the 
infiltration of Communists into the 
Radio Writers Guild. 
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Stuart Ball, Fourth 
President of Ward's 
Since ‘35, Resigns 


Cuicaco, Sept. 26—A terse con- 
firmation this afternoon from the 
effice of Sewell L. Avery, chair- 
man of the board, made official 
the resignations of Stuart S. Ball, 
president, and Arthur R. Cahill, 
treasurer, at Montgomery Ward 
& Co. 

The same 
vealed that 


announcement re- 
Edmund A. Krider, 
with Ward since 1935, and v.p. 
and controller since 1948, suc- 
ceeds Mr. Ball and that Howard 
S. Kambestad replaces Mr. Cahill 
William F. Otterstrom, assistant 
controller, succeeds Mr. Krider. 

Mr. Ball is the fourth president 
of Montgomery Ward & Co. to re- 
sign in the past 12 years. 

The announcement gave no rea- 
sons for the resignations of these 
top officials and ApvERTISING AGE 
was unable to reach Board Chair- 
man Avery this afternoon for a 


comment. 

Ward's sales for the first seven 
months this year are down 3.3% 
(see August chain store sales fig- 
ures on Page 49) 


@ Mr. Ball's election as president 
in May, 1949, followed a mass 
resignation of top officials in 1948, 
He had joined the mail order house 
as an attorney and had served as 
a secretary since 1934, when he 
added the title of v.p. just three 
weeks before his election to presi- 
dent. 

The 1948 resignations which Mr, 
Ball helped fill included Wilbur H. 
Norton, president; Lawrence A. 
Appley, v.p. and director; Oswald 


B. ey v.p.; Lawrence H. 
Odell, and merchandise man- 
ager eat G. Ward, v.p. and con- 


troller; Robert S. Smith, v.p., and 
W. L. Booth, general auditor. 

Presidents who had resigned 
earlier included Raymond H. Fol- 
ger (1940) and Clement D. Ryan 
(1945). 


s More recently, under Mr. Av- 


jery’s long chairmanship, resigna- 
tions have included Herbert Rieg- 
elman and Roy L. Gebert, v.p.s, 
who resigned in August. Mr. Geb- 
ert's comment at the time of his 
resignation was, “My work became 
so uncongenial that I simply re- 
signed.” 

This latest top level shakeup tops 
a long-standing criticism of Mr. 
Avery’s managerial methods which 
has broken out at several of the 
annual Ward stockholder meet- 
ings. 

However, Mr. Avery is backed 
by a substantial majority of proxies | 


Advertising Age, September 29, 1952 


Highlights of the Week’s News 


The Tea Bureau will! try to cram two years’ advertising into one sea- 


son in its new campaign of TV spots for hot tea 


Americans seem to be drinking less whisky these days and the liquor 


industry blames it all on taxes 


Anyone who doesn’t think agency mergers are the order of the day 
should listen to J. Robert Mendte, Philadelphia agency head who 


gets two merger offers a year 


Is there any connection between smoking and cancer? A Christian 


| 
| s 
Herald article answers 


“yes” emphatically and blasts the American 


Cancer Society and the American Medical Assn. for playing along 


with the tobacco industry 


and his own large holdings in the| 7@ Pennsylvania Power & Light Co. honors 75,000th shareholder and 


company. 


Hickerson Takes Two 

Electrical Merchandising and 
Electronics, two McGraw-Hill pub- 
lications, have appointed J. M. 
Hickerson Inc., New York, to han- 
dle advertising. Both papers for- 
merly were with the Hickerson 
agency and went with it when it 
merged with Albert Frank-Guen- 
ther Law in 1950. Mr. Hickerson 
re-established his agency last Feb- 
ruary (AA, March 3). 


, wai? 


grew ted Mow 


THE DES /7o, 


WES SUNDAY REGISTER COVERS ALL IOWA 


“Even so, | wish he’d say, ‘Polly wants a cracker,’ just once!” 


Smart bird! Hark to his words. 
That's a fact he's citing. The Des Moines Sunday Register 


does cover all lowa—and how! 
families, town and country, no 

Coverage in 83 of lowa's 99 
to 190%. 
21% in the others. 


As for the market: In people 
income it’s 3% billion dollars 


Two out of three of a// lowa 
less. 


counties is an amazing 50% 


In 9 counties more, a high 40% to 49%. At least 


it's 244 million strong... in 


per year big! That's divided 


between town folks who outspend big cities like Philadel- 


phia, Boston, San Francisco—a 


nd farm families who simply 


can't be outspent by any others, anywhere! 


Bet you can see now why the 


Des Moines Sunday Register 


is 7th in general advertising linage among a// Sunday news- 
papers. Milline rate a modest $1.84. 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Represented by: 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION March 31, 1952 
Daily, 376,658—Sunday, 543,674 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles and San Francisco 


insurance? 


Advertising Market Place ... .42 
Along Media Path ........... 48 
eee 49 
Coming Conventions .... .19 
Creative Man’s Corner ...... 62 
Department Store Sales ...... 30 
cic Gade we enme ee © wed 12 
Employe Relations ........... 62 
Eye and Ear Department ..... 61 
a PEO ree 16 


shows how a high powered public relations program works . 
Bruce Bradway presents a comprehensive picture of the booming 
Canadian market in a special ApveRTISING AGE article . 
Jim Woolf poses a question: Why doesn’t insurance advertising sell 
ee Ce eT ee Cees een Page 61 
Sales of soluble coffee are climbing to a new peak 


REGULAR FEATURES 


.Page 46 


.Pages 51-57 


Information for Advertisers . .42 
Mail Order Clinic ........... 64 
SE: 37, 71 
Photographic Review ........ 68 
Pre@uction Tips ............; 62 
err 12 
Salesense in Advertising ..... 61 
This Week in Washington ....73 
Voice of the Advertiser ...... 34 
What They’re Saying ........ 12 


Two Name Erwin, Wasey 


Paper-Mate Co., Los Angeles 
manufacturer of pens, and Frawley 
Chemical & Engineering Inc., Los 
Angeles, have named Erwin, 
Wasey & Co., Los Angeles office, to 
direct their advertising. National 
magazines, newspapers, television, 
radio and outdoor media are 
planned to support the national 
distribution of Paper-Mate pens. 


Promotes Albert Del Gado 


Albert E. Del Gado, advertis- 
ing counselor for Shigeta-Wright 
Co., Chicago commercial photog- 
rapher, has been promoted to di- 
rector of sales and advertising and 
as assistant to George Wright, ex- 
ecutive general manager. He will 
supervise and direct all industrial 
and commercial sales and adver- 
tising activities nationally. 


“This is the size we ship to the 
| Growing Greensboro Market!" 


| THERE’S A WORLD of sales-sizzle cookin’ in the Growing Greens- 
boro Market—where 1/6 of North Carolina’s 4-million people ac- 
count for 1/5 of the state’s sales of food, drugs, furniture and gen- 
eral merchandise totaling nearly $1%-billion! 


The 12 ABC counties of the Growing Greensboro Market are loaded 

with king-size sales possibilities for your goods or services—with 

the hefty selling punch delivered daily by the 100,000 circulation 
| of the GREENSBORO NEWS & RECORD... 


Only medium with dominant coverage in the Greensboro 12-County 
| ABC Market, with selling influence in over half of North Carolina! 


Figures from Sales Management 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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36th in a sertes 


6 LIE LI: rete 


for news of 


CANADA 


influential Americans rely 


on the Herald Tribune 


pe Sea i ee 


) 

| * 

The type of business executive who reads our paper expects and 
receives business news of a special nature, such as our i 

: 

comprehensive early-in-the-year report on Canada — the only U. S. Newspaper ' 

“The Trend of Canadian Economy”. 

| to publish an annual 

This report, coupled with our consistent day-to-day coverage : 

: 


of Canadian news, has provided Herald Tribune readers with rare section on Canada 


and advance insight into the tremendous economic and industrial 


strides of our good neighbor to the north. 


for 10 consecutive years 


The “Trend of Canadian Economy” is typical of this newspaper's 


year-round program to give our business readers something more — * 
a view behind the scenes, an understanding of economic developments 
. over and above the day's news. For example, last year in addition 
a to the Canadian Section, the Herald Tribune published special 


economic sections on Brazil, Japan, and the Belgian Congo 


It is just this sort of interpretative reporting — often 
in unobtainable elsewhere — that attracts the day-to-day readership . 4 


of influential business, financial and industrial leaders coast to coast 


DHEW-YOREK LEADERS ARE 


“Herald Tribune 


READERS 


to the New York Herald Tribune. And it is no wonder that today... 


Represented nationally by 

SCOLARO, MEEKER AND SCOTT 

in Chicago, Detroit and Philadelphia; 
and DOYLE AND HAWLEY 

in Los Angeles and San Francisco 
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Cotton Push Set for May, 1953 

The National Cotton Council, 
New York, has designated May 11- 
16, 1953, as National Cotton Week 
A sales promotion, advertising and 
publicity campaign will support 
week activities and stress the 
theme, “It’s Cotton Time.” 


Pour complete Clip Books of Ready- 
To-Use Art-—-hundreds of different 
proofs-—absolutely FREE you'll 
a 10-day look at our new monthly art 
service. Saves time and money sparks 
layout and copy ideas. Merely clip and 


aste up for offset or line cuts. The $10 | 
. 


it of spot art given FREE as an intro- 
ductory gift-——request yours on company 
letterhead We'll include the current 
issue of our new art service (only $4.95 
a month) on 10-day approval. No obil- 
gation, Write today 


HARRY VOLK JR. ART STUDIO 


600 Central Building, Atlantic City, WM. J. 


edn SON 


‘Mendte Refused 
Many Agencies’ 
Merger Offers 


(Continued from Page 2) 
setback would have upset the plan 
and “dumped the agency into the 
vital statistics of business failures.” 

“The insecurity of those days 
made offers of merger somewhat 
more attractive, but such attrac- 
tiveness faded with the passing of 
time,”. he added. 

That first offer, made through 
a space representative, revealed 
that the supposedly large agency 
had no one member who was a 
member of the team. That offer 
never got beyond three luncheons. 

“We were too busy enjoying the 
thrill of being captain of our own 
little ship,” he said 

When the same 


agency head 


made the identical offer two years 
later, there were many conversa- 
tions and a warm friendship de- 
veloped. Nothing came of it. Again, 
a year later, the same agency head 
made another offer and was turned 
down 


8 In between the first and second 
offer came a lucrative bid from a 
large and well organized agency. It 
asked for Mr. Mendte’s terms. He 
refused to make an offer. The 
agency came back with “bring your 
accounts. You will get full profit 
from them, we'll help handle them, 
and you'll get $5,000 a year addi- 
tional.” It was turned down. 
The first of the 50-50 offers came 
a year after he began his own busi- 
ness. Except for one, these offers 
followed the same pattern. All of 
these agencies were in the same 
“small” class as the Mendte com- 
pany. One was smaller. In three 
cases, when the offer of merger 
was declined, the principal coun- 
tered with an offer to take a posi- 
tion with Mendte in lieu of merger 
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The one exception insisted that 
if a merger culminated, all person- 
nel in that other company would 
have to be retained. The other 
agency also refused to disclose any 
information about its current bus- 
iness, and from no other source 
could information be obtained. In 
all other cases, facts were readily 
disclosed, chiefly consisting of total 
billing, operations and methods. 

“Our plan, however, has grown 
to a sturdy size,” Mr. Mendte add- 
ed. “This plan, which we referred 
to originally as being the thing of 
greatest value, is flexible enough to 
allow a merger. But not as long as 
our business continues to grow and 
prosper.” 


McPartland Named S. M. 

Thomas C. McPartland has been 
named New England sales manager 
of Hile-Damroth Inc., New York 
specialist in visual selling programs 
for industry and government. He 
was formerly manager of advertis- 
ing and sales promotion for Colts 
Mfg. Co., Hartford, maker of dish- 
washers. 


“All I know is... all of a sudden, it started blaring 


‘Solid Cincinnati reads the Cincinnati Enquire 


Circulation, City and Retail Trading Zone 


yoa2 43 44 45 


Source: A. B.C. 


Publishers’ Statements, March 31 of each year 


Now 


ms Daily 
160 a 
cae Tunes Stas 159,436 
~~ 
140 
post 
sie 146,200 
120 
110 TIMES. 
STAR 
169 145,343 


“647 Cl so 


wr” 


Pardon us while we sound off: More and 


more and more . 


Cincinnati 


is a 


morning-news paper town! Today, the Daily 
Enquirer has more circulation within the 
retail trading zone than the fotal circula- 
tion of any other Cincinnati daily. 


Represente.! by Moloney, Regan and Schmitt, Inc. 


Visualator Measures 
Visibility of Ads, 
Posters, Packages 


New York, Sept. 23—-A new op- 
tical instrument which “scientifi- 
cally measures the visual appeal” 
of magazine advertisements, car 
cards, outdoor posters, window 
displays and packages has been 
developed by Container Labora- 
tories Inc., 45 E. 22nd St 

The Visualator, as the instru- 
ment is known, is said to establish 
visibility standards by focus, il- 
lumination and the time the sub- 
ject is exposed to view. 

Henry J. Howlett, president, 
said the instrument is designed to 
substitute scientific appraisal for 
guesswork and opinion in analyz- 
ing the quality, state and degree 
of visibility in the color, typog- 
raphy, layout and other elements 
intended to attrac, the eye in ad- 
vertising and package design. 


8 Mr. Howlett claims the follow- 
ing for the Visualator: 

“If the shopping housewife 
reluctant to wear glasses in public, 
how clearly will she be able to see 
the one brand of soap powder, and 
recognize it, out of a _ possible 
dozen brands on the shelves? The 
Visualator will predict this ac- 
curately whether the shopper is 
far-sighted or has 20-20 vision. 

“If the soap powder is stocked 
'on a shelf in a dark corner, will 
the shopper be able fo see, or do 
the colors, typography and layout 
blend with the shadows to hide 
it from view? The Visualator can 
establish whether the combination 
and typography will meet this 
situation. 

“If the shopper is in a super- 
market and lets her eyes sweep the 
shelves, will the box of soap pow- 
der be sufficiently distinctive to 
| register in that 1/100th of a sec- 
ond it appears in her vision? The 
Visualator can determine accurate- 
ly whether the box of soap powder 
will register even at 1/200th of a 

| second.” 


is 


8 Mr. Howlett said the instrument 
can also determine whether a 
| motorist driving 50 miles an hour 
will see an outdoor poster message 
and absorb it. “It will establish 
how much of the message the 
motorist’s eye will catch at dusk, 
in bad weather, or with the sun 
throwing full illumination on it.” 

Mr. Howlett said the Visualator 
has already been used by several 
‘eading package goods manufactur- 
ers, and that it is now being made 
available to advertising agencies 
on a rental basis. Agencies will pay 
about $1,000 for the first year and 
a somewhat lower fee for the sec- 
ond year if they renew. 


THE SOUTH 
«GOES 
EISENHOWER 


(The Bulletins, that is!) 


Eisenhower backers turned to 
painted bulletins first, naturally, 
to tell their story in the South. 
There are still a number of ex- 
ceptionally fine painted bulletins 
offering choice major arterial 
Highway coverage in Louisiana, 
Mississippi, Alabama, and parts of 
Florida and Arkansas. Complete 
information on request. 


MORIARTY 


‘Outdoor Advertising Co., Inc. 
P.O. BOX 1924 
Baton Rovce, La. 
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OIL EXPANDS— 


Today the Delaware Valley is second only 
to Texas in oil refining . . . despite its oper- 
ations within a stretch of 15 miles as com- 
pared to Texas’ 300 miles of installations. 
Future plans indicate the Valley is heading 
straight toward number one spot in refining. 


SUN OIL INSTALLATION AT MARCUS HOOK 


IN THE DELAWARE VALLEY, U.S.A. 
... the Greater Philadelphia Market 


THE WORLD’S GREATEST 
INDUSTRIAL AREA attracts new and 
expanding refineries like a magnet. A new 
$40 million unit for Atlantic. New installa- 
tions for Texas, Sinclair, Sun. Gulf increas- 
ing capacity 70%...Socony expanding 
50%. It’s all part of industry’s current 
$14 billion expansion investment in the 
Delaware Valley, where public construc- 
tion worth $500 million is in the works, too. 


MONTGOMERY 
counrr 


THE INQUIRER, chief constructive force 
in the Delaware Valley, functions as a 
moving spirit behind Valley progress. 
Encouraging regional expansion has always 
been a prime goal with THE INQUIRER, 
which serves the entire Delaware Valley 
from its heart in Philadelphia. Such all- 
round leadership long since established 
THE INQUIRER as the Delaware Valley’s 
first newspaper. 


CHESTER 


DELAWARE 
counTY 


CAMDEN 
counTy 


ATLANTIC 
counry 


Now in its 19th 
Consecutive Year of Total 


rma” Che Philadelphia Anguirer 


Constructively Serving 
The World's Greatest Industrial Area 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Standard Oil Buys TV Series 


Standard Oil Co. of California 
has signed to sponsor a new half- 
hour television series, “Standard 
Hour,” which will be on six west- 
ern television stations, with the 
kick-off Oct. 1 on KECA-TV, Los 
Angeles. The format is light classi- 
cal music with vocalists and ballet. 
Other cities to see the program are 
San Francisco,’ Salt Lake City, 
Phoenix, Seattle and San Diego. 


Advertising Age, September 29, 1952 


White Motor Boosts Wright |'Schaeter President Says Public Taste 
Switches to Beer with ‘More Character’ 


White Motor Co., Cleveland, has 
promoted J. C. Wright to manager 
of its metropolitan national ac- 
counts sales division. He will make 
his headquarters at the company’s 
regional offices in New York. Mr. 
Wright most recently was a dis- 
trict manager in charge of sales 
in the Bronx and Brooklyn 
branches and distributors on Long 
Island. 
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(Continued from Page 1) 
lum is about due to swing the 
other way, Mr. Schaefer pointed 
out that this already taking 
place elsewhere. 

“In Germany after the war 
when grain was scarce and had to 
be severely rationed,” he _ said, 
“German brewers were turning 
out weak, watery, flavorless beer, 
and the public had to take it be- 
cause there wasn’t anything else. 
Now these German brewers are 
beginning to bring back their tra- 
ditional fine quality beers and the 
public is welcoming their return.” 

“In my opinion,” Mr. Schaefer 
said, “what has happened else- 
where is going to happen here be- 
cause I think the American public 
prefers a good, full-flavored beer.” 


is 


@® Evidence that Mr. Schaefer’s 
views are shared by at least one 
other brewer may be found in the 


introduction several weeks ago of 
Bull Dog beer, “brewed to a man’s 
taste,” by Acme Breweries, San 
Francisco (AA, Sept. 8). Bull Dog 
is described as “beer full of two- 
fisted flavor,” and ads say “Got a 
man size thirst? Wrap a man-sized 
beer around it.” 

Discussing the outlook for the 
brewing industry, Mr. Schaefer 
said that 1952 beer consumption 
nationally “should top the previous 
peak of more than 87,000,000 bar- 
rels reached in 1947. It seems to 
be entirely possible that this year’s 
total may be 87,500,000 barrels or 
better, setting a new record. 

“While this figure would mark 
a new high in total national con- 
sumption,” he observed, “it does 
not reflect more consumption by 
the average buyer of beer. The 
fact is that this year’s per capita 
consumption may approximate 
17% gallons, as against the 1947 


i ready for you... 


our 1952 


St teal 


Washington Post 


BRAND SURVEY 


(actual pantry inventory) 


Just off the press... 


our 1952 Washington 


Post BRAND SURVEY (important, 56-page 


pantry inventory study of Washington and its 


rich, growing suburbs). Get your copy now 


from the Post's General Advertising Depart- 


ment or from any of our national advertising 


representatives. 


Grocery shopping habits were carefully in- 


vestigated in Washington itself and beyond 


inte its populous suburban areas. 


surveyed include 


Products 


57 foods and beverages, 5 


laundry produets and cleansers, 4 toiletries. 


5 home appliances. and automobiles. 


The Washington 


. the only morning 
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o 
Know your Greater Washington grocery 
market .. . and how to sell it! Of the 12 top 
newspapers in Retail Grocery Advertising in 
P America’s major markets. 
5 Post ranks seventh . 
, newspaper on the list! Home delivered sales 
, power is the reason—eight out of ten copies 
. of The Washington Post are home delivered 
in the city and retail zone. 
* To sell the most you need the Post! 
* the Post man to prove it. 
e 


The Washington Post 


Represented by Sawyer, Ferguson, Walker Company 


Metropolitan Sunday Newspapers 


The Hal ® inter Co. (Miami Beach) 


record of 18% gallons. If this 
year’s per capita rate equalled the 
1947 level, it would mean a sale 
of 92,400,000 barrels of beer, or 
about 5,000,000 barrels more than 
now seems in prospect. 


@ “I attribute the loss of that 
potential additional volume to high 
federal and state taxes,” Mr. 
Schaefer said. “The current federal 
excise tax rate on beer of $9 a 
barrel works out to 29¢ a gallon, 
or about 7¢ a quart. That is en- 
tirely too high for the working 
man. 

“Moreover, state taxes on beer 
tack on another average of 6.4¢ 
a gallon. This does not include 
other taxes which our product 
bears, which run all the way from 
the license fees that the brewer, 
the distributor and the retailer 
have to pay, to the income taxes 
they must pay and the sales taxes 
that are added in many states on 
the final purchase price of each 
individual bottle or can of beer. 

“Beer has always been the 
working man’s drink,” Mr. Schaef- 
er noted. “It is the beverage of 
moderation; it is the family bev- 
erage. One of the best commen- 
taries on its place in American 
| ite is the fact that beer is now 
j}included in the commodity list 
|from which the Bureau of Labor 
|makes its periodical cost-of-living 
| index.” 
| 
\a F. & M. Schaefer Brewing Co. 
| was founded in September, 1842, 
by the present president’s grand- 
father and greatuncle, Maximilian 
land Frederick Schaefer. It is the 
jonly brewery in America which 
|has been continuously owned and 
operated throughout its 110 years 
of existence by the same family. 
| The company claims to have 
|been the first user of newspaper 
and outdoor advertising after the 
|repeal of prohibition. It still ranks 
as an important user of newspaper 
advertising through its agency, 
Batten, Barton, Durstine & Osborn. 

At the time of the repeal of pro- 
hibition in 1933, the brewery had 
a capacity of 250,000 barrels an- 
nually. Its sales territory includes 
only New England, New York, 
New Jersey and eastern Penn- 
sylvania, but the company ranks 
among the top 10 of the nation’s 
breweries, standing in seventh 
place on the list for 1951. 

In addition to celebrating the 
110th anniversary of the company, 
the luncheon also marked Mr. 
Schaefer’s 25th year as president, 
and the 50th year of continuous 
service by John F. Bockelmann, 
v.p. and treasurer. 
| 
| Baker Appointed Rinso A. M.; 
| Healy Named Modess Head 

E. B. Baker, formerly a direc- 
| tor of the Modess division of Per- 
|sonal Products Corp., Milltown, 
|N. J., has been named brand ad- 
| vertising manager for Rinso and 
Spry, Lever Bros. Co. products. 
| Maurice F. Healy Jr. succeeds 
|Mr. Baker on Modess. He pre- 
| viously was director of the com- 
pany’s Co-ets and Modess belts 
division. He in turn is succeeded 
by George Wilder. 


Agency Moves to New Quarters 

Factor-Breyer Inc., Los Angeles 
agency, has moved to larger quar- 
!ters at 607 S. Hobart Blvd. For- 
|merly the agency was located at 
1709 W. Eighth St. 
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AND 


OW DEPARTMENT STORE 
MARKETS PAIMGTE PRODUCT 
| ade, PARENTS WGAINE 


This year, more than 50 leading department stores and sup- proud 3rd among all magazines in the U.S., in newspaper 
ermarket chains held a,“PARENTS'’ Commended—Products tie-in advertising linage bought and paid for by retailers. 
Week”’...a special promotion in which Quality-Proved More than 34,000 retail ads, in 1951, brought the total 
brands carrying the PARENTS’ MAGAZINE Commendation PARENTS’ MAGAZINE retail tie-in linage to 61 million 
Seal are featured, displayed and advertised. lines. And 1952 figures are still higher! 


Every advertiser should know that, according to Advertising The PARENTS’ MAGAZINE Seal—on your product—means f 
Checking Bureau figures, PARENTS’ MAGAZINE ranks a extra sales for you! 


‘ 


Behe Sons? 


BIG DOLLAR MARKETS 
Westchester Co., N. Y. FROM BIG DOLLAR SUPER- 


‘ 


> wa MARKETS, WESTCHESTER COUNTY, 

N. Y.—“‘Our customers showed us 
that they have more confidence in 
brands with Parents’ Seal . . . pro- 
motion definitely helped sales!’ 


[ 


HE 


if 
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FROM RICHARD’S LIDO MARKET, 
LIDO BEACH, CALIFORNIA—"... 


2" 50 Gliese p d overall i 
‘LOROK a Tp & of 32% over same period a year 
“ 5 ago... potrons have positive 


awareness of value of the Seal... 
as advertised in Parents’ does 
have real value’.’’ 


“ils 


> 


8ESlerey 


FROM F. & R. LAZARUS CO., 
COLUMBUS, OHIO—"'I want to run 
ao PARENTS’ seal promotion 
again!" 


FROM J. N. ADAM & CO., BUF- 
FALO, N. Y.—''Delighted with the 
results—definitely sold on Parents’ 
Seal!’ 


FROM BOSTON STORE, MILWAU- 
KEE, WISC. — “Very successful — 


well promoted and well received } ry 
‘ » Le . —~ FMT eS 
a oe ew an ? 


in community!’ 


FROM PFEIFERS OF ARKANSAS, 
LITTLE ROCK, ARK.—''More than 
pleased . . . results greater than 
anticipated!’ 


FROM THE EMPORIUM, SAN 
FRANCISCO, CALIF.—“Well 
pl d with p i ppreci 
ate your cooperation!” 


Partial listing of stores which have held a ‘‘PARENTS’ Commended-Products WEEK”’ 


FILENE'S a THE HECHT CO., Washington, D. C HIGBEE’S, Cleveland, Ohio H.C. CAPWELL, Oakland, Calif 
Boston, Mass., Worcester, Mass WM. F. GABLE CO., Altoona, Pa DEY BROTHERS, Syracuse, NY WEINSTOCK-LUBIN CO 
F. & R. LAZARUS CO., Columbus, Ohio WAHL’'S DEPT. STORE = . Sacramento. Calif 
ons - D POMEROY'S, : 
PFEIFERS OF ARKANSAS Washington, D. ¢ y > BON MARCHE. Seattle, Wash 
7 NSAS S ra, Wilkes Barre, Pa., Harristhurg, Pa . 
Little Rock, Ark. THE JONES STORE SNELLENBURG’S. Philadeiphia. P Everett, Wash., Northgate, Wash 
JOHN A. BROWN CO - Bag nm City, Mo., Independence. Mo . 0 hd VG SS. e 2 a a z. Cc. MI, Salt Lake City, Utah 
Oklahoma City, Okla PRANGE CO., Sheboygan, Wisc., B. FORMAN. Rochester, N. Y DENVER DRY GOODS. Denver, Colo 


Green Bay. Wisc., Appleton, Wisc., 


A. HARRIS & CO., Dallas, Texas Sturgeon’s Bay, Wisc RIKE-KUMLER, Dayton, Ohio STRAWBRIDGE & CLOTHIER < 
LIT BROTHERS, Philadelphia, Pa THE GOLDEN RULE, St. Paul, Minn SHILLITO CO., Cincinnati, Ohio Philadelphia, Pa : 
i eee a — . WALKER BROS., Wichita, Kan BURDINE'S, Miami, Fla BENJAMIN'S, Salisbury, Md 
=. PARIS CO., Salt Lake City, Uta! HEER’S, S . e » . ; 3 
A\ Ey, H. P. WASSON & CO., Indianapolis, Ind. Ty T¢ caamaiicmns mates, Sen ee eee Senees, We ea Py we ig 
fe) is oad JN ADAM & CO., Buffalo N.Y MILLER BROS. CO. — replay M. San Francisco, Calif RICHARD'S LIDO MARKET 
CONSUMER WM. H. WHITNEY & CO., Albany, N. ¥ Chattanooga, Tenn., Rome, Ga BULLOCK'’S. Los Angeles, Calif Lido Beach, Calif 


This seal ¢] 
oe vo PARENTS’ MAGAZINE 
circu among Pa an 
Biggest-Buying . oe .. - 52 Vanderbilt Avenue, New York 17, N. Y. 
or Rr Ww 2 
oe TISED CHICAGO * ATLANTA * BOSTON * LOS ANGELES * SAN FRANCISCO 
with Children 
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PAUL HUEY, Vice-President and Advertising Manager 
Birmingham 2, Ala. + Teleph 54-2571 


Advertising Offices: 


H. EARL BUTCHER, V. P. and Eastern Advertising Manager OSCAR M. DUGGER, V. P. and Western Advertising Manager 
250 Park Ave., New York 17 + Plaza 9-0923 Daily News Bidg., Chicago 6 + Central 6-3400 


Other Advertising Offices: Pacific Coast: Edw. $. Townsend Co. 
RALEIGH - MEMPHIS + DALLAS San Francisco + Los Angeles 
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GAZIN 


fin Advertisin 


Why is The Progressive Farmer the No. 1 farm maga- 


zine in advertising linage? FARM MAGAZINES Janvory- August 
Why does The Progressive Farmer rank third in adver- TOTAL ADVERTISING LINAGE 1952 Issues 
tising linage among all leading urban and rural monthly 


magazines of more than a million circulation? The Progressive F ar mer 497,035 


Why is The Progressive Farmer so far out in front of Country Gentlomon ............ 453,692 
all of these magazines in linage gains —UP 83,374 lines Successful Farming. ............ 329,170 
in January-August, 1952, over January-August, 1951? Farm Journal PPE Si 311,141 


What plus values does The Progressive Farmer possess Capper’s Farmer . 288,516 


nt gr ab eeNED to es any SEE Farm & Ranch with Southern Agriculturist’ . 191,581 


Answered simply, The Progressive Farmer towers above all other 
media as the dominant sales influence in the rural South—the fastest- 
growing big market available to advertisers today. THE TEN LEADING URBAN AND RURAL January - August 


The annual cash income of farm families of the 16 Southern states MONTHLY MAGAZINES’ IN ADVERTISING LINAGE 1952 Issues 


is UP $6 BILLION as compared to 10 years ago. . . and their ready 
cash in bank deposits and government bonds amounts to more than 1. Better Homes & Gardens BeBe Go OE ee AIR 630,945 


$6!, BILLION. The South has consistently out-gained the nation » a Seventeen . ri Aan 552,257 
...in consumer buying...in farm electrification...in owner-operated 


farms...and in farm-owned tractors, trucks and passenger cars. The Progressive Farmer 497,035 


In the rural South, The Progressive Farmer has 1,206,000 Ladies’ Home Journal ........... 478,627 
subscriber-families with an average annual income of $5,118.00 


per family.* This is well above the average income of subscribers Country Gentleman Pe FEO Ey See eh ede aera 453,692 
to mass circulation urban magazines. Good Housekeeping. a dei Cesar es ok ike Se 402,089 


Leading advertisers know that they cannot obtain adequate cover- Se Oe ee eee 360,574 
age of the rural South without using The Progressive Farmer. 


Woman's Home Companion... .... . . 339,000 
Successful Farming. ........... . 329,170 
aa 


Among Southern farm families... 


... The Progressive Farmer has a larger audience of regular readers than 
the combined audience of Life, The Saturday Evening Post, Look, tAverage of all editions. Source: Printers’ Ink 
Collier’s Time and Newsweek * **Of more than a million circulation 


... The Progressive Farmer has a larger audience of regular readers than 

the combined audience of Ladies’ Home Journal, McCall’s, Better 

Homes & Gardens, Woman’s Home Companion, Good Housekeeping, Published for many years in five separate editions localized to the 

Household and American Home.* farm and farm-home interests of the five distinct agricultural regions 
of the South, The Progressive Farmer offers advertisers intensive 
readership ... powerful reader influence... high average subscriber 
income... vigorous healthy circulation growth...and far greater 
merchandising value than any other magazine. 


.. The Progressive Farmer has a larger audience of regular readers than 
the combined audience of Country Gentleman, Farm Journal, Cap- 
per’s Farmer and Successful Farming.* 


...The Progressive Farmer leads the next Southwide farm magazine by 
30° in number of regular readers, and by 125% in readers who name 
it their favorite magazine.* 


To sell the fastest-growing big market, place more of your adver- 
tising in the fastest-growing big magazine—The Progressive Farmer. 


*1952 Report of Crossley Continuing Study of the Rural South. 


The South Subscribes to 


| Progressive Farmer 
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GENTLEMEN, HAVE YOU THOUGHT ¥ 
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—Aetna Insurance Group 


The Legal Status of Agencies 

The statement by Morton J. Simon that advertising agencies are 
not independent contractors in the eyes of the law, but are agents 
of the client, seems like a startling one. 
™%, Advertising agencies have maintained, with deep conviction, that 
the. are independent contractors, and we are certain that they will 
continue to maintain this position. The fact that they “undertake to 
be”’ instead of being considered as such 
SUtomatically, is not exactly news to anyone. 

3n simple legal terms, an agent is always an agent of his client 
But advertising agencies have done their best to change their status 
from that of agency to one of independent contractor, and we be- 
li€ve that they have succeeded. They have succeeded in exactly the 
> which Mr. Simon mentions: by undertaking to be independent 


tractors. 


independent contractors, 


Wse of the “standard conditions” of the American Assn. of Ad- 
¥@ftising Agencies forms, for example, makes the agency solely re- 
nsible for payment of advertising which it orders on behalf of a 
Z. and thus in this respect at least the agency becomes an inde- 
P@ident contractor. The same is true, generally, in connection with 
Program production and other services and materials purchased by 
agencies for their clients. 

Mr. Simon performed a useful service to agencies, however, in 
painting out that, in the absence of specific limitations or revisions 
oftheir normal legal status, agencies do not have the status of an in- 
dépendent contractor in the eyes of the law. They clearly act as agents 
ofthe advertiser, and unless they are careful to make it clear, through 
their 


abandoning the legal status of agent and accepting that of independent 


working agreements and their contract forms, that they are 


contractor, they may be heading for legal difficulties and confusion. 

This matter of the legal status of agencies is important to clients 
as well as to agencies. Occasionally, a medium or a supplier attempts 
to collect a bill from a client who has already reimbursed his agency 
for this expenditure. Although individual circumstances are naturally 
the governing factor, it is generally true that the client is protected 
against having to pay the same bill twice if it can be clearly demon- 
strated, by the terms of his working agreement with the agency, as 
well as by the contracts which the agency uses in buying space, time 
or services on the client's behalf, that the agency is in fact an inde- 
pendent contractor and not, in the legal sense, an agency of the ad- 
vertiser 


Looking at the Hole in the Statistics 


The current backing and filling of the Bureau of Labor Statistics 
in connection with its recent release which purported to show that the 
“average American family” spent more than it took in last year is— 
or should be—disturbing to the worshipers of statistics. 

Efforts of the BLS to square its statement of the state of the public 
pocket book with those of the Department of Commerce showing some 
$11 billion of consumer savings are interesting—and if one digs far 
enough into them, plausible 

But the discussion raises doubts about the validity and the mean- 
ingfulness of all statistical material of this kind, and indicates once 
more that even in the statistical field, common sense and careful in- 
terpretation are essential 

There seems, for one thing, to be a considerable difference in defi- 


nition between various agencies. To the Bureau of Labor Statistics, 


insurance is an expense; to other agencies, it is savings. And the 
difference in this single definition would, “in some cities,” have 


shifted “the average from negative to positive savings.” 
It looks more than ever as though the user of statistics-aas to scan 
the small type carefully before relying on the data. 


What They're Saying 


Marketing Costs Have Kept 
Pace with Production Costs 

There has been a general opinion 
that marketing costs have in- 
creased relative to production costs 
and that they now take a larger 
proportion of the consumer’s dollar 
than formerly. Some have said 
that the best brains are in pro- 
duction and the poorer brains in 
marketing. ..Some students of mar- 
keting have felt that the cost 
of distributing goods has been in- 
creasing relative to the cost of 
producing goods. 

They have felt that manufactur- 
ing, farming, and mining could 
make greater use of labor-saving 
machinery than could marketing. 
Even though marketing costs re- 
mained constant or declined more 
slowly than production costs—as 
measured by output per worker— 
they felt that the consumer was 
benefited by lower prices measured 
in constant units. Stated in another 
way, the consumer couid buy more 
with a day’s earnings... 

For the past forty years, market- 
ing has kept pace and has as good 
a record as does the production 
segment of our economy. We have} 
been told that we have had a 
miracle of production. If so, we 
have an equally startling miracle 
of distribution... 

The increase in quantity of 
goods distributed per worker in 
wholesale and retail stores, in 
manufacturers’ sales organizations, 
and in railroad, truck, ship, and 
pipeline operation has been equal- 
ly great. The amount of money 
spent on marketing research has 
been only a very small fraction of 
that spent on technical research. 
Yet it seems to be producing ex- 
cellent results. 

The first courses in marketing 
were started just 50 years ago. The 
number of students studying mar- 
ket economics, market manage- 
ment, salesmanship, advertising 
and retailing was very small 35 
years ago. Formal market research 
organizations were started just 41 
years ago. The first books on mar- 
keting research appeared some 30 
years ago and the first full college 
courses in the field were offered 
some 20 years ago 

It seems logical to assume that 
education in marketing trained the 
men who have been partly or 
largely responsible for the ad- 
vances made in market distribu- 


tion. This should in no way de- 
tract from the accomplishments of 
engineers who developed better 
machines for the physical handling 
of goods, or of the accountants who 
provided the statistics that helped 
greatly in improving the manage- 
ment of marketing enterprises. 
The point is that those engaged 
in distribution have as good a rec- 
ord as those engaged in production 
and have just as much cause to feel 
proud of their contribution to 


| American prosperity. 


—Marketing Cost Has Not Increased, 
an article by P. D. Converse, Pro- 
fessor of Marketing, University of 
Illinois, in the May issue of Current 
Economic Comment. 


| Just How Far Can 


Advertisers Go? 

Now it should be permissible to 
raise the question whether adver- 
tising has been carried too far. 

What brings the matter to a 
head is the announcement by the 
Chicago Tribune that it will make 
available to a “limited number of 
advertisers” a copy-rating service 
which employs a psycho-galvan- 
ometer. 

The psycho-galvanometer is de- 
scribed by the Tribune’s vice-pres- 
ident in charge of sales as an ad- 


|aptation of the equipment used in 
|a lie detector. When the subject is 


placed in a chair and shown an ad- 
vertisement, the device checks the 
response by measuring the sweat in 
the palm of the hand. It also re- 
cords reactions via blood pressure, 
heart beat, and respiration. 

All this is supposed to indicate 
the extent to which the advertise- 
ment achieves the desired response 


and enables the experts in charge 


of the experiment to determine the 
relative pulling power of differ- 
ent ads. 

Our judgment is that the device 
is a weapon that really ought to be 
turned against the advertisers. Let 
its facility as a lie detector stand 
and let it be used solely for the 
purpose of registering whether or 
not the advertiser is telling the 
truth. 

Meanwhile, cooperatives should 
take time occasionally to re-ex- 
amine their role in the field of ad- 
vertising. Let them continue to tell 
the plain truth about their prod- 
ucts and leave the psycho-galvan- 
ometer to the Tribune and others. 
published 


—Cooperative Consumer, 


by Consumers Cooperative Assn., Kan- 
sas City, Mo. 


Rough Proofs 


The so-called handy man around 
the house who receives one of 
those Plumb gift wrapped packages 
of tools in his Christmas stocking 
will have a gentle hint that he not 
watch the box fights on television 
when he ought to be working. 


o 

The psychological studies for 
Wrigley’s by Weiss & Geller show 
| that chewing gum relieves tension. 
That’s why all Chicago Cubs pit- 
chers are given a generous supply 
of Juicy Fruit when they’re facing 
Stan Musial. 


e 

“They sell almost anything now- 
adays,” reports AA, referring to 
the growth of the vending machine 
business. 

They can do everything except 
make change and say, “Come in 
again.” 

+ 

“Army account goes to D-F-S,” 
reports the world’s greatest adver- 
tising journal. 

Any agency that hasn’t handled 
this recruiting assignment has yet 
to undergo boot training. 


Dr. Alfred McClung Lee says in 
his new book, “How to Understand 
Propaganda,” that critical thought 
in this country is being stifled. The 
fact that his critical tome has been 
published is merely an exception 
to the rule. 


“Howard Sawyer finds some 
agency men aren't enthusiastic 
about advertising,” the story says. 

They may not believe in it, but 
they can’t leave those nice cocktail 
parties and other media blow-outs. 

e 


The Democrats hope to make a 
lot of capital out of those contri- 
butions to Sen. Nixon’s office ex- 
penses, provided they can keep the 
Bureau of Internal Revenue from 
having any more of its collectors 
indicted. 

* 

Advertising agencies are not in- 
dependent contractors, insists Mor- 
ton J. Simon, who doesn’t be- 
lieve what the contracts say even 
after he’s read them. 


- 

The Bureau of Labor Statistics 
is having a hard time explaining 
its findings that Americans manage 
to spend more than they take in, 
but this ought to be easy for Wash- 
ington, which has been helping 
Uncle Sam do it for years. 


Peter Hilton reports there is a 
| mortality of 98% in the introduc- 
| tion of new products. Manufactur- 
;ers should take a tip from the 
obstetricians and pay more atten- 
tion to prenatal care. 


There’s a new look to Colorado, 
says Colorado Rancher & Farmer, 
which undoubtedly is not talking 
about the new political look in- 
duced by Gen. Eisenhower's vaca- 
tion visit. 

o 


John T. Pirie Jr. says depart- 
ment stores can no longer keep 
bankers’ hours, unless they want 
to follow the banks which are stay- 
ing open at night. 

Copy Cus. 
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The aroma of ham seeped gently 
across the footlights. Messrs. Garrick, 
Kean and Drew spun quietly in their 
respective tombs. Another Minneap- 
olis audience chortled in anticipation, 
then sat enchanted as the curtain rose 
in the Old Log Repertory Theatre. 
For the third time in Upper Midwest 
drama history Ben Hecht’sand Charles 
MacArthur’s “The Front Page” came 
to life with an amateur cast of genuine 
professional newspaper people re- 
cruited from the staffs of the Min- 
neapolis Star and Tribune. 

There were Nat Finney, Pulitzer 
Prize-winning editorial editor of the 
Star, barking staccato commands 


What makes a newspaper great? 


with side-of-the-mouth proficiency in 
the part of the veteran city hall re- 
porter . . . John Sherman, drama critic 
of the Star, employing the built-in 
wince common to his calling in the 
role of Bensinger, the neurotic news- 
man... Virginia Safford, Star and 
Tribune society columnist, reveling in 
the suds-slopped character of a mop- 
toting scrubwoman. In all, fifteen 
Star and Tribune staffers strode the 
boards, swapping some of the stage’s 
fastest and funniest dialogue. The 
audience loved it. It was the greatest 
triumph of type casting since Mergen- 
thaler. 

This year’s Old Log production of 
“The Front Page’ is the third since 
1948, when John Sherman persuaded a 
little group of stage-struck reporters 
to sign on for the original busman’s 
holiday. Rehearsals were conducted 
in the Star and Tribune’s newsrooms 
where the actors brushed up on cues 
and threw lines to each other between 


Nat (McCue) Finney disinfects John (Bensinger) Sherman in some pre-curtain horseplay at a performance of “The Front Page,” 


stories. Graduates of the MS and T 
School of the Drama are now numer- 
ous enough to populate a stage for 
“South Pacific” (and probably would 
at the drop of a fedora). 

Whenever fun’s a-popping in the 
Upper Midwest, from amateur the- 
atricals to parades and celebrations 
... or whenever worthwhile civic en- 
terprises need support or leadership 
... Minneapolis Star and Tribune 
staff members are invariably found in 
the vanguard of volunteers—another 
reason why these best-read news- 
papers hold the appreciation, .warm 
regard and earnest respect of the 
great region which they serve. 


Minneapolis 
Star 2zzd Tribune 


EVENING MORNING & SUNDAY 


620,000 SUNDAY - 490,000 DAILY 


JOHN COWLES, President 
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PancwRomaT, 


HOPALONG CASSIDY 


A new look at the Old West with the most 
famous Western star of all. Now sold in 42 
markets. In production are 26 new Hopalong 
Cassidy adventures this year, and 26 next year. 


for local and regional advertisers 


NBC-QUALITY FILMS FOR 


\ 


DOUGLAS FAIRBANKS JR. PRESENTS LILL! PALMER SHOW 

Original stories and established classics: Drama, Sophistication, wit and cultured charm 
Comedy, Suspense in Paris, London, New York, and with that great lady of theatre, screen 
Hollywood — all filmed actually on location. Pro- ond television, Lilli Palmer. Twenty- 
duced, directed and starring Douglas Fairbanks Jr. six 15 minute shows available now. 
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DANGEROUS ASSIGNMENT 


Brian Donlevy in a series of thrilling 
excitement-packed adventures. Already 
pulling big-time sales in 58 markets, a 
proved program. 


Now you can be sure of quality when you buy NBC-TV film 
programs on a market by market basis. NBC backs every one 
of its film program offerings with the industry’s longest 
continuous experience in television and radio network 
programming. Each NBC film program gives you these 
exclusive network-caliber advantages: 


... TV programs as fine as those produced for the 
national network advertiser 


... Famous stars—like Hopalong Cassidy, Douglas 
Fairbanks, Jr., Lilli Palmer, Brian Donlevy 


... Wide audience- and sponsor-appeal: mystery, drama, 
Western and sophistication 


... New films produced expressly for television—new stories, ] 
new angles, new thrills, new pleasure 


... Films that sell your product—films with proved, certified, ' 
documented sales records 


... Complete advertising packages. NBC goes all the way to 
help you promote every film program locally—with 
exploitation assistance, on-the-air aids, press 


AGNES TE NL me 


advertisements and merchandising. 


And remember, every NBC-Quality film program is produced 
from a background of programming knowledge that 

creates and holds audiences from credit-titles to final fade-out. 
Most important, you can place these network quality 
productions where you want them, when you want them, at 
prices that allow a substantial margin for your own 

sales profits. 


Like to know more about NBC-Quality TV Films? 
Write, call, wire: 


30 Rockefeller Plaza, New York 20, N.Y. Offices in: New York, Chicago, Los Angeles 


A Service of the Nation's No. 1 Network 


AW 
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Two to Keenan, Hunter 

Keenan, Hunter & Dietrich, San 
Francisco and Los Angeles, has 
been appointed by Ticker Publish- 
ing Co., New York, to handle the 
advertising for The Magazine of 
Wall Street on the West Coast 
Buck Publishing Co., New York, 
has named the agency to direct 
advertising for the Family Shopper 
on the West Coast 


Dawson to ‘Sporting News’ 

Edwin P. Dawson, formerly ad- 
vertising manager of Seamless 
Rubber Co., New Haven, Conn., a 
subsidiary of Rexall Drug Co., has 
been named to head the New York 
office of Sporting News and Sport- 
ing Goods Dealer. The appointment 
is effective Oct. 1 


"Show-me" Space Buyers 


repeatedly 
schedule 


the laa 


Elks! 


_ . / ee 


Thomas Named to Board 

The tubular products division of 
Babcock & Wilcox Co., New York 
manufaeturer of steam boilers and 
superheaters, has appointed Wil- 
jiam J. Thomas, general sales man- 
ager, to its board. Mr. Thomas has 
been associated with the company 
since 1932 and has been with the 
tubular products division since 
1941 


Zippo Promotes Galey 


Robert M. Galey has been pro- 
moted to the new position of as- 
sistant sales manager of Zippo Mfg 
Co., Bradford, Pa. He is being re- 
placed in his former position of 
regional sales manager by Donald 
Digel, who joined the company in 
June 


Results are the only sales story that interests mail order 
advertisers. When the most successful repeat their ads 
in @ magazine, you know it pulls orders. 


And repeating is what advertisers are doing in the Elks 
Family Shopper. We'll gladly show you their volun- 
teered reports of results. 


;. Investigate this MILLION-strong market where the me- 
dian income is double the national . . . where the rate 
is $2.15 per page per thousand. 


MAGAZINE 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


GREAT MOTION PICTURES 


ARE PROCESSED BY PATHE 


Director HOWARD HAWKS says: 


**kvery frame of every one of my 
pictures must meet the most rigid 
specifications in our industry. That’s 
why LT instst on lab work by Pathé.”’ 


about doing 


Pathé processed Mr. Hawks’ latest 


picture, “Big Sky.” May we talk 


your Next picture? 


| Springfield, Mass., 


ent company and its subsidiaries. 


Pawtucket Agency Gets Three 


38th Annual Meet 
of Audit Bureau 
Set for Oct. 23-24 


Cuicaco, Sept. 24—The 38th an- 
nual meeting of the Audit Bureau 
of Circulations has been set for 
Oct. 23 and 24 at the Drake Hotel 
here. 

There will be a general session 

the first morning, opening with the 
annual report of the president, H. 
H. Kynett of Aitkin-Kynett Co 
Spokesmen for the three segments 
of ABC—advertisers, agencies and 
publishers—will follow. They are 
Wesley Il. Nunn, advertising man- 
ager of Standard Oil Co. (Ind.), 
Chicago, speaking as retiring chair- 
man of the board of the Assn. of 
National Advertisers; John P. Cun- 
ningham, executive v.p. of Cun- 
ningham & Walsh, New York, and 
chairman of the board of the 
American Assn. of Advertising 
Agencies, and Robert E. MacNeal, 
president of Curtis Publishing Co., 
Philadelphia. 
@ At the annual luncheon that 
day, Martha Rountree, TV show 
moderator, will conduct a panel 
discussion on issues involved in 
the political campaign. Publisher 
members of ABC and political fig- | 
ures will take part. 

In the afternoon there will be 
division meetings, and on Qct. 24 
there will be another general ses- | 
sion until business is closed. Di- 
rectors will be elected at that ses- 
sion. 


Union Hardware. Subsidiaries | 

Reorganize Sales Department 
Union Hardware Co., Torrington. | 
Conn., and its wholly owned sub- 
sidiaries, T. H. Wood Co., South! 
Coventry, Conn., Springfield Co., 
and its Joseph 
T. Wood division in Ware, Mass.,| 
have reorganized the sales depart- 
inent. The reorganized department, | 
which will handle sales for all vo 
| 


companies, will be headquartered 
in Torrington. | 

As part of the reorganization, 
M. G. Meinig, former!y merchan- | 
dising manager of Brunswick- | 
Balke-Collender Co. and v.p. ana} 
general manager of Wagner & Ad-| 
ler, has been appointed merchan-| 
dising and sales director. Milton! 
L. Lundgren, previously in a sales 
executive capacity with Nesco Inc., 
Chieago, and Anchor Hocking 
Glass Corp., Lancaster, O., has 
been named general sales manager. | 
Kenneth L. Douglas, who has been | 
sales manager for Union Hardware, | 
has been promoted to assistant} 
general sales manager for the per-| 


Advertisers’ Service Co., Paw- | 
tucket, R.I., has been named to! 
handle advertising for Low Supply 
Co., Providence, plumbing supply 
fixtures and major appliances dis- 
tributor (newspapers will be 
used); Modern Shoe Stores, Provi- | 
dence, chain of six stores in Mas- 
sachusetts and Rhode Island 
(newspapers and radio), and 


Thrifty stores, Providence chain. | 


WI/AR-TV Promotes Three 

Manning Tesser, TV director, | 
has been promoted to production 
coordinator of WJAR-TV, Provi- 
dence. He succeeds Lewis 
Schwartz, who has resigned. Sey- 
mour Horowitz, assistant program 
manager, has been advanced to 
program manager. Norman Gittle- 
son will add the duties of manager 
of television operations to those 
of sales manager 


Rockwell Forms Own Agency 

R. K. Rockwell, previously an 
account executive with T. Robley 
Louttit Inc., Providence agency, 
has formed an agency under his 
own name in the Industrial Trust 
Bldg., Providence 


Maxwell Textiles to Rockmore 

The Maxwell textiles division 
of L. Hyman Co., New York, has 
switched its account from Harry 
Serwer Inc., New York, to Rock- 
more Co., New York. 
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Getting Personal 


P. L. Jackson, publisher of the Journal, Portland, Ore., presented 
a new trophy, known as the Oregon Journal trophy, at the annual 
Pendleton, Ore., Round-Up, September 11-13, to replace the world- 
famous Sam Jackson trophy which was won for the third time in 
1951 after having been in competition for 21 years... 

The Advertising Club of New York is already making plans for 
its aumual Christmas party, with Henry Obermeyer, v.p. of Bozell 
& Jacobs, as chairman of the Christmas committee. Harmon Eggers 
of Beechnut Packing Co. is co-chairman of the event, which is set 
for Dec. 16... 

The big family of James M. Cleary continues to grow. The v.p. of 
Roche, Williams & Cleary, Chicago, has added a daughter with the 
marriage of James M. Jr. to Ann Wingate Powers Sept. 4 in Lees- 
burg, Va...And Burr L. Robbins, president of General Outdoor 
Advertising Co., will acquire a son, come January, when his 
daughter, Terry, will be married to Charles F. Rowley Jr. of Chest- 
nut Hill, Mass... 

David M. Botsford Sr., president of Botsford, Constantine & 
Gardrer, San Francisco, is taking a combined vacation and busi- 
ness trip with Mrs. Botsford, getting off to a good start in Detroit, 
where they’ll pick up a new car. From there they go to Quebec and 
then to New York for a Jantzen Knitting Mills meeting... 


A BREAK—This group of Cleveland and Pittsburgh admen, iined up for a picture 

during a recent fishing trip, includes (left to right) John P. Taylor, Business Week, 

Pittsburgh; Charles Farran, Griswo!d-Eshleman Co., Cleveland; Harry M. Grinton, 

McGraw-Hill Publishing Co., Cleveland; W. M. Spears, Coal Age, Cleveland; C. E. 

Livingston, Ketchum, Macleod & Grove, Pittsburgh; Ralph Leavenworth, Fuller & Smith 
& Ross, Cleveland, and J. F. Sweeney, Walker & Downing, Pittsburgh. 


Nona M. Leddy, secretary to Henry T. Stanton, executive v.p. 
and western manager of J. Walter Thompson Co. in Chicago, cele- 
brated her 40th anniversary with the agency at a luncheon not long 
ago. Other old timers at the party were George Pearson, media di- 
rector, a veteran of 42 years, and J. Mark Hale, v.p., a Thompson 
member for 36 years... 

Gene Wilkey, new general manager of Station KMOX in St. 
Louis, will be a CBS executive one of these days, if following in the 
footsteps of successful men means anything. Current jobs held 
by his predecessors reads like “Who’s Who in CBS”: J. L. Van Vol- 
kenberg is president of CBS-TV; Merle Jones, CBS-TV v.p.; Frank 
Falknor, v.p. in charge of CBS-TV operations; Wendell Campbell, 
in line for head of CBS radio sales; Ernie Shomo, executive assist- 
ant to the v.p. of CBS’ central division; and John Ackerman, as- 
sistant to Campbell... 

Charles A. Sprague, publisher of the Oregon Statesman, Salem, 
Ore., and former governor of the state, has been appointed by Presi- 
dent Truman as an alternate delegate to represent the U. S. at the 
United Nations’ general assembly, which convenes in New York 
Oct. 12...Alva T. Mowatt of Morey, Humm & Johnstone, New York, 
won first prize for the most original costume (a composition of 
magazine covers) during a recent cruise on the Bermuda Line... 

Wedding bells will ring in December for Don Bishop, TV manager 
for the NBC press department in New York, and Robbie (that’s her 
legal name), fashion coordinator for Burlington Mills. ..Europe 
bound is New York agency president James P. Sawyer, for a six- 
week visit to France and Italy ... Also on the continent is Bernard J. 
Prockter Jr., president of Prockter Productions and chairman of 
PSI-TV Inc. Accompanied by his wife, he’s combining a vacation 
trip with a survey of the television industry abroad... 

Athol Stewart, manager of the Toronto branch office of Robert 
Otto & Co., is visiting the U.S. to review 1953 ad plans for clients 
doing business in the Canadian market... 

Fred Marshall, head of the advertising art department, Seattle 
Post-Intelligencer, was given a one-man show of watercolors this 
month at the Frye Museum, Seattle. The exhibit includes several 
paintings Marshall did during summer vacation on the Oregon 
coast. He’s a member of the Puget Sound Group of Northwest 
Artists and of the American Watercolor Society. . . 

Francis S. Murphy, editor and publisher of the Hartford Times, 
and chairman of the Connecticut State Aeronautics Commission, 
which supervises state-owned-and-operated Bradley Field, has 
been made an honorary member of the newly-formed Bradley Field 
Kiwanis Club... 

John Patrick Smith, assistant general manager of the WCPO 
stations, Cincinnati, was taken Sept. 15 to the General Hospital, 
where he is being treated for polio. ..Maxton Davies Jr., of Foster & 
Davies, and Edward Braverman, Foreign Language Newspaper 
Service, are among the Clevelanders working on the local Commun- 
ity Chest’s volunteer public relations committee, of which Fred P. 
Stashower of Lang, Fisher & Stashower is chairman... 
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outdoors 


sells 
over 
| and 
| over 
| and 
: over 
again 


Meee 


Ore of a series of advertisements promoting a better 
understanding and appreciation of Outdoor Advertising 


9 The Standard Group OF OUTDOOR ADVERTISING COMPANIES 


“Outdoor advertising is an in- 
tegral part of promotion for 
Coca-Cola. It provides contact 
with primary markets under un- 
usually fovorable conditions. 
That is why The Coca-Cola 
Company is one of the largest 
users of outdoor advertising in 
the world.” 


“Two little numbers—5 and 7—are the strongest 
arguments we know for short copy. Put them to- 
gether and you have “'57""—a symbol of quality 
to millions. Much of the credit for establishing 
the “57” Varieties goes to Outdoor Advertising 
—a medium which the H. J. Heinz Company has 
used for half a century.” 


Shelves roll out... All the way ! r 


“2 ath MAME oe 
i RIGIOAIRE = 

~~~ Automatic Defrosting! eS 

SEE YOUR FRIGIDAIRE DEALER 


a 


“Outdoor Advertising is the 
showcase of the market place. 
Thot's why we use it to tell our 
message and display our prod- 
uct dramatically, effectively 
and economically.” 


“Gulf posters tell and sell on the stream of traffic, 
which, to us, is the stream of business. It is stra- 
tegic selling, for Gulf posters are seen at the time 
and near the place where the motorist can pur- 
chase Gulf products and obtain Gulf service.” 


c 


“Outdoor advertising gives us 

i 30-day repetition of 
highly penetrating selling power 
in every dealer point every 
month. We have had definite 
ond traceable results from every 
poster.” 


serving one-fifth 
of the nation's 


consumers .. . 


JOHN DONNELLY & SONS + CENTRAL OUTDOOR ADVERTISING CO., INC. + THE PACKER CORPORATION 
WALKER & COMPANY «+ UNITED ADVERTISING CORPORATION © WHITMIER & FERRIS CO., INC. 
ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV CO. « E. A. ECKERT ADVERTISING CO. 
PORTER POSTER SERVICE * SLAYTON & COMPANY «+ THE HARRY H. PACKER CO. » BORK POSTER SERVICE 
SUNSET OUTDOOR ADVERTISING CO. + BREMERTON POSTER ADVERTISING CO. « C. E. STEVENS CO. 
CONSOLVO ADVERTISING CORP. + LEHIGH ADVERTISING CO. * MARYLAND ADVERTISING CO. 
AMERICAN ADV. CO. « STANDARD OUTDOOR ADVERTISING, INC, 444 MADISON AVE, NEW YORK 22 « 
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Direct Mail Assn. mee 


and 


the Hotel Shoreham, Oct. 
10 


Anthony R. Gould, conference 

Oct. 8-10 Program ince chairman and business 
7 manager of Ll S. News & World 
Lists 125 Speakers Manan’ has announced that more 


Re WASHINGTON, Sept. 24—Bigger than 125 men and women in the 
benefits from better direct adver- direct advertising field will be 
tisi will be the theme of the on the official program. Postmaster 

re ee 35th annual conference of the Di- Gener Jesse M. Donaldson will 
Ok rect Mai! Advertisi: Assy to be addadre the conference at a lunch- 


PLASTIC DECAL 


NO ADHESIVE—NO MOISTENING — YET iT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Dealers say “Yes” at first 
gionce. It's a new type of plastic decal that is revolu 
tromzing point of purchase merchandising. Soves its 
own cost on “put-up time” alone. For samples and 


Repeat Orders From 
* CAMEL CIGARETTES 

* WESTINGHOUSE 

* CALVERT details write 

* GENERAL ELECTRIC 

* US. RUBBER the AD-STIK Company 
and Hundreds of Others 


a 5850 Center Ave. + Pittsburgh 6, Pa. 


eon Oct. 8. Frank W. Lovejoy, sales 
executive of Socony-Vacuum Oil 
Co., New York, will deliver a 
luncheon address Oct. 10 

New to the conference program 
will be a session with the Mail Ad- 
vertising Service Assn., and 
a meeting titled “Marketplace of 
Ideas.” These features will enable 


also 


those attending the conference to 
discuss direct mail as related to 
specific products and services 

® James W. Austi: conference 


general chairman and v.p. of Capi- 
tal Airlines, Washington, will pre- 
side at the first luncheon Oct. 8 
At this session, DMAA President 
Harry Woodley, advertising man- 
ager of Northern Electric Co., 
Montreal, will review the associa- 
tion’s progress during the past 
year 

Earlier, at a breakfast session 
will be the presentation of awards 


|to winners of the annual “Best of 


Industry” competition. The pres- 
entation will be made by Roger 
Barton, editor of Advertising Agen- 
cy and American Printer. Mr. Bar- 


agate). Soa 
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ton is chairman of this year’s board 
of judges 

“As Others See Direct Advertis- 
ing,” the subject of an afternoon 
panel presentation Oct. 8, will have 
for chairman Leonard J. Raymond, 
president of Dickie-Raymond Inc., 
Boston and New York. Others par- 
ticipating will be Elon G. Borton, 
president and genera] manager of 
the Advertising Federation of 
America, New York, representing 
advertising; Paul T. Babson, board 
chairman, Standard & Poor’s, New 
York, for management; Garret 
Lydecker, v.p. of Hewitt, Ogilvy, 
Benson & Mather, New York, rep- 
resenting agencies, and Mrs. Char- 
lotte Montgomery, Westfield, N. Y., 
Tide columnist, representing the 
consumer 

New officers will be elected at 
the annual business meeting 
Wednesday morning. 


® An outstanding event Thursday 
wiil be two simultaneous afternoon 
discussion sessions, one on mail 
order and direct mail advertising, 
and the other on broadening the 


NBC-TV AFFILIATE 


1600 Architects Building, Phila. 3, Pa. 
Phone LOcust 4-5500, or NBC Spot Sales 


MORE THAN ANY OTHER 


oe 


ee 


' 


. 


Fr the pleasure of the party 


ae mATEw YwAT BeNTO CaN Yarraw vebre 


REPEAT RUN-—Glenmore Distilleries Co. has 
scheduled this ad in consumer magazines 
for October, repeating a political theme 
used in 1948. D'Arcy Advertising Co. han- 

dles Glenmore. ‘ 


scope of direct advertising. Chair-, 
man of the mail order panel wilt 
be Whitt Northmore Schultz, pres* 
dent, Northmore’s Home Produc. 
Co., Highland Park, Ill., and Ap- 
VERTISING AGE columnist. Chair- 
man of the other panel will be 
Frank Gerhart, advertising and 
sales promotion manager of Amer- 
ican Type Founders, Elizabeth, 
N. J. 

Also scheduled are a Thursday 
morning session at which 70 ex- 
perts will be available to discuss 
such current direct advertising 
practices as copy testing, lists, ete; 
a Friday morning discussion of 
problems for different types of 
businesses; a Friday afternoon ses- 
sion for small business, and sever- 
al entertainment affairs. 

The annual meeting of Associ- 
ated Third Class Mail Users will be 
held at the Shoreham Hotel Oct. 
9. This will be a luncheon, and Rep. 
Robert J. Cerbett (R., Pa.), a 
member of the House post office 
committee, will predict what the 
next Congress will do about postal 
legislation. 


MAIL AD SERVICE 
ASSN. MEETS OCT. 4-7 

WASHINGTON, Sept. 24—The new- 
est methods, the latest equipment, 
and the most successful campaigns 
will be discussed at the 31st annual 
convention of Mail Advertising 
Service Assn. International, to be 
held at the Shoreham Hotel, Oct. 
4-7. 

With the convention theme 
“Keep Pace with Progress,” the 
sessions will feature discussions of 
the many problems facing the com- 
}mercial duplicating and mail ad- 
vertising industry. The panel 
groups will hear more than 60 ex- 
perts in their respective fields. 


® Panel subjects and their moder- 
ators include: 

“Determining Costs,” El Roos, 
| Jack’s Letter Service, Milwaukee: 
“Creative Planning,” Claude Griz- 
zard, Grizzard Advertising, Atlan- 
ta; “List Compilation and Mainte- 
nance,” H. Huntly Geddes, R. L. 
Polk & Co., Detroit; “Multigraph- 
ing Operation and Possibilities,” 
lierman F. Huser, Huser Letter 
| Service, Omaha; “Office and Shop 
|Forms,” Edward Weinberg, Cen- 
tury Letter Service, New York: 
|““Automatic Typing,” John Patafio, 
| Ambassador Letter Service, New 
| York, and “Automatic Address- 
| ing,” John McD. Kane, Advertisers 
| Mailing Service, New York. 
| Also: “Manual Typing and Per- 
sonalized Letters,” Winifred Mor- 
row, Business Letter Service, To- 
ronto; “Mimeograph Processing 
and Art Work,” Emily Rosine, 
Fallbrook, Cal.; “Selling and Ad- 
vertising Your Own Shop,” Robert 
|Crawford, Crawford Letter Co., 
Akron; “Make Money on Your 
Mailing Operations,” E. M. Pitting- 
er, Direct Mail Advertising Co., 
Chicago; “Offset Operations,” Har- 
ry Levy, Acme Corp., Chicago, and 
“Equipment—What, When to Buy, 
Where,” Alan Oglander, Commer- 
cial Letter Inc., St. Louis. 
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ming 
Conventions 


*Indicates first listing in this column. 

Sept. 28-30. Advertising Federation of 
America, District 10, Mayo Hotel, Tulsa. 

Sept. 29-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting, Hotel Plaza, New 
York 

Sept. 29-Oct. 1. Life Insurance Adver 
tisers Assn., annual meeting, Sheraton 
Mount Royal Hotel, Montres!, Can 

Oct 2-4 Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N. C 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 4-7. Mail Advertising Service Assn., 
International, annual convention, Shore- 
1am Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty National 

ssn., annual convention and specialty 

sir, Palmer House, Chicago 

Oct. 8-10. Direct Mail Advertising Assn., 

-h annual conference, Shoreham Hotel, 

vashington, D. C. 

Oct. 9. Magazine Publishers Assn., one- 

v meeting, Westchester Country Club, 

e, N. Y. 

<t. 10-11. Oregon Newspaper Pub- 
‘Ts Assn. Admanagers, fall meeting, 
thman Hotel, Portland, Ore. 

Uct. 10-12. Midwest Intercity Confer- 
ence of Women's Advertising Clubs, Mor- 
ton House, Grand Rapids, Mich. 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel,’ 
San Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 

Oct. 13-16. Printing Industry of America, 
66th annual convention, Chase Hotel, St. 
Louis. 

Gct. 16-19. Continental Advertising 
Agency Network, convention, Los Angeles. 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal 

Oct. 20-21. Advertising Federation of 
America, District 5, Ft. Hayes Hotel, Col- 
umbus, 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. 

Oct. 20-21. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotel del Coro- 
nado, Coronado, Cal. 

*Oct. 23-24. Audit Bureau of Circula- 
tions, 38th annual meeting, Drake Hotel, 
Chicago. 

Oct. 25-29. Screen Process Printing 
Assn., International, 4th annual conven- 
tion and exposition, Hotei Sherman, Chi- 
cago. 

Nov. 5-8. National Assn. of Photo- 
Lithographers, 20th annual convention and 
exposition, Hotel New Yorker, New York. 

Nov. 16-18. National Newspaper Pro- 
motion Assn., central region meeting, 
Deshler-Wallick Hotel, Columbus, O. 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Dev. 7-11. Outdoor Advertising Assn. 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago. 

*Dec. 12-18. National Assn. of Display 
Industries, semi-annual convention, Hotel 
New Yorker, New York. 

Dec. 27-29. American Marketing Assn., 
conterence, Palmer House, Chicago. 

Feb. 5, 1953. Associated Business Pub- 
lications annual Midwest clinics, Drake 
Hotel, Chicago 

Feb. 9-11, 1953. American Management 
Assn., marketing conference, Hotel Stat- 
ler, New York, 

Feb. 25, 1953. Associated Business Pub- 
lications, annual eastern clinics, Roose- 
velt Hotel, New York. 

April 20-23, 1953. American Manage- 
ment Assn., packaging conference and ex- 
position, Navy Picr, Chicago. 

April 30-May 3, 1953. Associated Busi- 
ness Publications, annual spring confer- 
ence, Hot Springs, Va. 


Conover-Mast Boosts Caskin 


Langdon (Bud) Caskin Jr., 
eastern advertising manager of 
Liquor Store & Dispenser, a Con- 
over-Mast publication which has 
been divided into two publications 
—Liquor Store and Bar & Food 
(AA, June 30)—has been pro- 
moted to assistant publisher of 
Liquor Store. C. Frank Jobson is 
publisher of both papers. 


Appoints John Falkner Arndt 

The Junior Chamber of Com- 
merce of Philadelphia has ap- 
pointed John Falkner Arndt & Co., 
Philadelphia, to handle advertis- 
ing for its “Made in Greater Phil- 
adelphia Show,” Nov. 14 in Com-| 
mercial Museum. | 


Hartford Adclub Elects 


Edward M. Graceman has been 
elected president of the Advertis- 
ing Club of Hartford. Other of- 
ficers elected are Leonard Schoen- 
feld and Donald R. Schively,. 
v.p.s; Rose Rosenbaum, treasurer, 
and Florence Farrell, secretary, 


culation in Detroit 
News" history News’ history 


A. 8. C. figures for 6-month period ending March 31, 1952 


Detroit News 


THE HOME NEWSPAPER 
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owners and operators of radio stations WWJ, WWJ-FM, WWJ-TV 


Eastern Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH * WesternOffices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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ABC-TV Will Give 
Choice Time Spots 
to News Coverage 


New York, Sept. 24—American 
Broadcasting Co. is out to take over 
the leadership in TV news cover- 
age. 

Starting Oct. 9, the network will 
devote 4's choice nighttime hours 
weekly to what the publicity de- 
partment calls “new and advanced 
concepts in the presentation of all 
facets of the day’s televised news 
events and feature highlights.” The 
program will be called “All-Star 
News.” 

ABC has hired Louis Ruppel, re- 
cent editor of the McClure News- 
paper Syndicate and former editor 
of Collier's, to be managing editor 
of this TV series. He is bringing 


with him two of his former Col- 
lier's aides: Bill Stapleton and 
John Denson. The idea for the 
show was originated by Charles 


Underhill, director of TV programs 
for the network. 
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cepted for short campaigns. 


“Ajl-Star News,” which will fea- 
ture 20 ABC newsmen and guest 
personalities, will be presented 
Mondays from 9 to 10 p.m. EST 
Wednesdays from 8 to 9 p.m 
Thursdays from 8 to 8:30 p.m., 
Fridays from 8:30 to 9:30 p.m. and 
Sundays from 8 to 9 p.m 

Sponsors may buy hour, half- 
hour, quarter-hour or lesser seg- 
ments of this series, which will be 
i very flexible basis. Sea- 
be ac- 


sold on 
sonal advertisers also will 
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Two to Hirsch & Rutledge 

Hirsch & Rutledge, 
has been appointed to handle ad-  rejations 
vertising for Diagraph-Bradley Chappell, which joined with Ken- 
Industries, Herrin, Ill., maker of yon & Eckhardt (AA, Sept. 15) 
shipping has opened his own public rela- 
room supplies (previously a direct tions offices at 400 Madison Ave 
advertiser), and Midwest Brush New York. : 


Yates Opens Own PR Office 


Roy T. Yates, formerly public 


Appoints Allen Potter 
Allen R. Potter, 
search director 
Times, has been named researche 
director for the health and welfare 
council of the Community Chest 
Robert Danielson succeeds him at 


Adman Named Music Manager 
Maurice Meriwether, account ex- 
ecutive with Northwest Advertis- 


McGough Named WTVN S.M. 
WTVN, Columbus, has appointed 
Penthouse Gallery, New York, Wally McGough sales manager. Mr. 

has named Fradkin Advertising, McGough formerly was sales man- 

New York, to handle its advertis- ager for WJAC-TV, 

P 


Names Fradkin Advertising 


named manager of the Portland 
Symphony Orchestra. 
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Mutual's Johnson Adds Duties 

Earl M. Johnson, v.p. in charge 
of station relations for Mutual 
Broadcasting System, New York, 
will add engineering supervision to 
his duties. He moves in to fili the 
vacancy created by the resignation 
of J. R. Poppele. 


NBP Adds Publication 

Woodworkers Reporter, pub- 
lished by Cosgrove Publishing Co., 
New York, has been elected to 
membership in National Business 
Publications Inc. 
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Promotes Leland Adams 
Leland J. Adams, general adver- 
tising manager since 1946, has been 
promoted to advertising and sales 
promotion manager of the Tele- 


gram and Gazette, Worcester, 
Mass. 
Heads Railroad PR Group 


J. B. Shores of Dallas, director 
of public relations of the Texas & 
Pacific Railway, has been named 
president of the Railroad Public 
Relations Assn., a new group or- 
ganized in New York. 


P&G Names Smith for Radio 
and Media, Boosts 2 Others 


Gail Smith has been named as- 
sociate manager of the advertising 
production division of Procter & 
Gamble Co., Cincinnati, to super- 
vise the company’s broadcasting 
and media activities. Mr. Smith 
was manager of TV and nighttime 
radio production for P&G until a 
year and a half ago when he was 
given a special assignment in the 
marketing end of the business. 

W. F. Craig, who has been as- 
sociate director of television, gets 


a new title of director of TV for 
Procter & Gamble Productions Inc. 
W. M. Ramsey, director of radio, 
continues to supervise daytime and 
nighttime radio programming. 


U.S. Steel Appoints Two 


Herbert J. Watt has been named 
assistant v.p. of sales in the west- 
ern area and F. Royal Gammon 
assistant v.p. of sales in the east- 
ern area for United States Steel 
Corp., Chicago. Both previously 
were with Carnegie-Illinois Steel 
Corp. 


VWs IN 


TOTAL 


PROFESSIONAL ARCHITECTURAL CIRCULATION 


PROGRESSIVE ARCHITECTURE 


aa 
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SUMMARY OF TOTAL PROFESSIONAL ARCHITECTURAL CIRCULATION* 


PROGRESSIVE 
ARCHITECTURE 
Architects 14,640 
Engineers 6,679 
Designers 4,275 
Draftsmen 4,407 
Total Professional Circulation 30,001 


Architectural Architectural 
Record Forum 
14,639 10,109 
6,651 4,281 
2,359 3,257 
2,177 2,906 
25,826 20,553 


*See Publishers’ Statements, June 30, 1952. 
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ae 


And, P/A is first in percentage of renewals. 


Any way you look at your market, PROGRESSIVE 
ARCHITECTURE is out in front . . . and sells all the 
way —to every member of the architectural design 
and specification team. 


PROGRESSIVE ARCHITECTURE 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


WORLD'S LARGEST PUBLISHERS OF ARCHITECTURAL BOOKS 


pay your money 


and enter a charmed circle of 


advertisers who've picked a 
winner...a weekly newsreview 
that sells business and industry 
...@ news medium that’s all 
meat and no potatoes... profes- 
sionally tailored by an expert 
group of writers and editors... 
nourished with news from the 
world-wide facilities of The 
New York Times... in final form 
late Saturday, to more than a 
million Americans on Sunday... 
the REVIEW OF THE WEEK. 


ake your cho 


of any size space to talk to t 
executives other businessm 
sell... concentrating covera 
in America’s 650 richest, mc 
bustling counties ... the bi 
industrial market that accoun 
for 93% of all U. S. manuf 
turing. Here’s where your fi 
power’s leveled... for 94% 
The Times circulation goes here 
... into the No. 1 business mar- 
ket...covered so thoroughly by 
the REVIEW OF THE WEEK. 


Y 1, 
79: 
and win 


the rewards of smart advertis- 
ing... by joining forces with 
the most versatile of all busi- 
ness media...a_ silver-voiced 
pitchman for your wares, a 
masterful interpreter for your 
public relations...and at the 
lowest cost per thousand for 
reaching business executives... 
your Sunday salesman, the 
REVIEW OF THE WEEK, published 
every week exclusively as a part 
of The New York Times. 


The New ork Times 
REVIEW OF THE WEEK 
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How Are Their Campaign 
Tactics Paying Off? 


“eee ‘ig Sle Alia eae ese aie NR: ye 


Business Executives 


BT rie cAnPAicH 


each week in Newsweek 


Which Way Will 
Major Blocs Vote? 


Best-informed People 


follow THE CAMPAIGN 


each week in Newsweek 
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What Is the Score Now in 
the Eight Key States? 


America’s Top Families 


UT TL THE CAMPAIGN | 


each week in Newsweek 


Another Outstanding Example of 
Newsweek's Editorial Leadership: 
| 


THE CAMPAIGN 
| Kind of Pre-Election Ne 


Pick up this week’s NEWSWEEK and you will discover a type of 
political coverage which is unequalled by any other news medium. 
It is a special added section—The Campaign. 

Its purpose is to keep NEWSWEEK readers so well in- 
formed that they will experience no surprises when the 
votes are counted on Election Night. 

In The Campaign, NEWSWEEK not only reports the facts, but 


A Brand New 
ws Coverage 


analyzes the background forces behind them, and interprets their 
meaning. NEWSWEEK is uniquely qualified for this service by its 
many years of ‘‘covering the news, uncovering its significance.” 


But—see for yourself. Today. 


THE CAMPAIGN 


gives you each week: 


...the gist of what the candidates 
have said and done. 

...the ups and downs of their for- 
tunes in the eight decisive states. 

. .. Spot checks as to where each stands 
with the major voting blocs. 

. .. behind-the-scenes glimpses of the 
rival camps. 

. .. story pictures of the campaigning. 
. .. Special reports by NEWSWEEK’s 
field staff and correspondents on na- 
tionwide reactions. 

ALSO — as they jell: 

...polls of public opinion and best- 


People who are following {{]%¢) V1 


in Newsweek, know the political score 


informed political newsmen. 
... the latest scores in the senatorial 
contests. 

...campaign boners as spotted by 
strategists on each side. 

PLUS NEWSWEEK’s regular compre- 
hensive coverage of all the world’s 
affairs. 

Start following The Campaign to- 
day—in the issue of NEWSWEEK on 
newsstands now. 
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Bottle of Dr. Enuf 
Quenches Hangover 


as Well as Thirst 
Cuicaco, Sept. 24—You now can 
quench your thirst, guzzle your 


vitamins and use a mixer for hard 
drinks with a built-in hangover 
killer at the same time. You can 
io this with Dr. Enuf, a new kind 
of soft drink, currently being 
launched into the national market, 
which has been developed by Mark 
Williams Chemical Co. here 

The company claims it has 
solved a problem which has puz- 
zled the soft-drink industry for 
vears: How to make vitamins solu- 
ble in water 


For the past vear Dr. Enuf has 


been tested “with astounding re- 
ults’ in Johnson City, Tenn., 
Quincy, Ill, and St. Louis 


Starting Oct. 1, Mark T. Max- 
well, for the past 11 years national 
ales manager of Dad's Root Beer 
Co., will take over the job of put- 
ting Dr. ‘Enuf into homes, stores 


We're EXPLODING! 
(In population, that is . . .) 


That's right we're the sec- 
Ond fastest growing city in the 
United States, with a population 
fcrease of 249% 1940 


Here's what we have to offer 


sinee 


Effective Buying Income 
$241,825,000 


Retail trading zone population 
314,788 


Population increase since 1940 
249% 


Fotal Dollar Effective Buying 
Income 
104th in US 


117th in t 


income 


S. per tamily 


Bank deposits increase since 
1940 


370.5% 


Bank resources increase since 
1940 
343.6% 


1O REACH THIS MARKET, 
SPECIFY BATON ROUGE 


STATE 2}: TIMES 
MORNING ADVOCATE 
Afftilioted with Radio Station WJBO 

Represented by The 


JOHN BUDD CO. 


and soda fountains. He has signed 
a 25-year contract as general man- 
ager of franchising and marketing. 


@ Mr. Maxwell told ADVERTISING 
AcE that one bottle of Dr. Enuf 
contains three times the daily re- 
quirements of B1 and B2 and two- 
and-a-half times that of niacin 
and thiamin. The consumer will 
get 12¢ worth of vitamins in every 
bottle, which retails at 10¢ a bot- 
tle, or 50¢ for a special six-bottle 
package, he asserted. 

Dr. Enuf can be used as a soft 
drink, a food supplement or a 
mixer for hard drinks, he said. The 
Mark Williams Research Founda- 


tion will underwrite the statement: 
“Mixing with Dr. Enuf will elimi- 
nate the morning-after effect from 
drinking hard liquor.” 

The parent company is appro- 
priating the largest sum of money 
for advertising of any soft drink, 
based on a per case deal, he said. 
It will spend 35¢ in advertising for 


every 24-bottle case sold to a 
dealer. 
® Both local and national adver- 


tising will be expanded as fran- 


chised bottlers are added to Dr. 
Enuf’s roster, 
This includes local spot radio 


and television, newspapers, maga- 


Advertising Age, September 29, 1952 


zines, 24-sheet posters and point 
of sale. 

Radio and television spot an- 
nouncements will feature the chant 
“Dr. Enuf is enough.” 


8 Within six months, when the 
second phase of the promotional 
program is reached, Dr. Enuf will 
launch a national radio network 
show. 

As the program progresses, in- 
sertions will appear in Better 
Homes & Gardens, Ladies’ Home 
Journal, Life, The Saturday Eve- 
ning Post and Time. 

Malcolm-Howard, 
the Dr. Enuf agency. 


Chicago, is 


Owens-Corning Names Two 
The general products division of 
Owens-Corning Fiberglas Corp., 
Toledo, has named Clifford L. 
Rowley to head the battery and 
process products sales division, and 
W. Whitney Kuenn to head the air 
conditioning products sales divi- 
sion. Both sales divisions are new 


MacArthur Named Sales Head 


John W. MacArthur has been 
named inter-divisional sales rep- 
resentative for the Ford division 
of the Ford Motor Co., Detroit. He 
succeeds Lowell R. Krieg, who was 
promoted to the staff of James O. 
Wright, assistant general manu- 
facturing manager. 
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Appoints Palm & Patterson 


Gerson-Stewart Corp., Cleve- 
land, has named Palm & Patterson, 
Cleveland, to handle advertising 
for its soaps, detergents, disinfec- 
tants, cleaning and chemical com- 
pounds. Trade publications, direct 
mail, catalogs and brochures will 
be used. 


Zip Abrasive Plans Campaign 

Zip Abrasive Co. and its Zaco 
Laboratories division, Cleveland, 
will use trade and consumer publi- 
cations to promote grinding com- 
pounds and spray: to waterproof 
auto ignitions and protect auto 
chrome. The agency is Ralph Bing 
Advertising Co. 


National Shoe and 
Schaefer Agree on 
Oct. 15 Trial Date 


New York, Sept. 23—Whether 
“Rings the Bell” belongs to Na- 
tional Shoe Stores and its agency, 
Emi] Mogul Co., won't be décided 
for about a month. 

They sought a temporary in- 
junction against F & M Schaefer 
Brewing Co. and Batten, Barton, 
Durstine & Osborn in the su- 
preme court of New York, Bronx, 
but both parties settled Friday for 
a trial on the merits on Oct. 15. 


No injunction was granted. 

In National’s original complaint, 
it charges that it spent more than 
$3,000,000 in nine years establish- 
ing the fact that “National Shoes 
Ring the Bell,” and that Schaefer's 
campaign which began in August, 
employing “Rings the Bell” as a 
slogan, impairs the value of Na- 
tional’s trade name and slogan to 
the extent of $1,000,000 in dam- 
ages. 


West Coast Agency Moves 

Conley, Balizer, Pettler & Stew- 
ard, San Francisco, has moved to 
larger quarters at 494 Jefferson 
St. 


Lise se 
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To Promote Florida Land 


Florida Homesites Estates Inc., 
New York, Florida land develop- 
ment and home building organiza- 
tion, has appointed William N. 
Scheer Advertising, Newark, to 
handle its advertising. Promotion- 
al activities will center around sev- 
eral new communities now being 
developed near Fort Pierce. News- 
papers, direct mail, radio and tele- 
vision will be used. 


Delaney Joins Mihic PR Staft 


Thomas E. Delaney, formerly on 
the editorial staff of the Newark 
News, has joined H. L. Mihic & Co., 
New York, as an account executive 
on the public relations staff. 


Way up! In towering New York and its fabulous suburban market, WCBS 
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Mme. Frances Alda Dies; 
Was Wite of Ray Vir Den 


Frances Alda, 60, former Metro- 
politan Opera star, whe died Sept 
18 in Venice, in private life was 
Mrs. Ray Vir Den, wife of the 
former president of Lennen & Mit- 
chell, 

Mr. Vir Den, who in his youth 
aspired to be an operatic tenor, was 
with his wife when she died in 
Venice. It was his first trip to 
Europe. He retired from Lennen & 
Mitchell in May, following the es- 
tablishment of Lennen & Newell. 


W. B. Ryan's Son Dies 


James Bernard Ryan, 16, son 
of W. B. Ryan, president of Broad- 
east Advertising Bureau, died Sept. 
17 in New Rochelle Hospital as a 
result of injuries suffered in a 
football practice scrimmage at Iona 
Preparatory School in New Rech- 
elle, N 


TV Show Gets New Sponsor 
Samsonite Luggage, manufac- 
tured by Shwayder Brothers Co., 
Denver, will sponsor a portion of 
the new “Welcome Travelers” tele- 
vision show over the entire NBC 
network, starting Sept. 26. 


" Lape re 
ye | 
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stays way up above all the other radio stations, delivering your sales message 
; : 6) 5 


to 30 per cent more potential customers than any other station...winning 


10 out of the top 10 daytime programs and 6 out of the top 10 nighttime 


programs!* And advertisers—in a wise new reckoning of radio—are invest- 


ing 28 per cent more on WCBS this year than in “51. Want your New York 


sales to reach new heights? Let us give you a lift. Just get in touch with CBS 


Radio Spot Sales or WCBS, number one station in the number one market. 


* Pulse, January August 1952 


“Tacoma Coverage 
is Essential for 
Successful Selling” 


says Robert G. McCabe, : 
Merchandise Broker, : 
Seattle, Washington i 


The R. G. McCabe Co., Inc., og 
Fourth Avenue South, Ssuttle, is o 

of the largest food brokerage firms 
in the Northwest representing well- 
known, nationally advertised products. 


“We know from experience that 
Tacoma is an absolute essential 
in selling the dominant Puget 
Sound market of Washington 
State,” Mr. McCabe says. “Un- 
less Tacoma is covered — by 
local, on-the-spot advertising— 
sales promotions fail to get full 
impact. Tacoma is a separate 
and distinct market in itself— 
and mighty important to us.” 


Think twice about Tacoma! It's 
@ separate, distinct, important 
market. It's covered ONLY by the 
dominant News Tribune. Thot's 
why—on Puget Sound—you need 
BOTH Seattie and Tacoma cover- 
age every time. Ask Sawyer, 
Ferguson, Walker Co. 


ace 


News ‘Tribune 


Over 82,000 Circulation, A BC 


Transit Radio 


Me iheg Sa aA 


4 


eae Bd a ale % | : * he ee | iy ee 
ee: OT wey ihe cea | 2 SS : 
pale. Pex. 
‘ ee ae 
oe elven 
a j 2% * 
> 4 j : he 
id _—$——— ao 
Z pe 
: i a aes 
eon ee qe: 
 — — a as ee 
=] 7 , seer 
ca / - a F// of. pe +f | -. ° +2 a 
rear & sg a e. cs 4 oy a 4 . " t ep. 
Re £. io | ‘ Yeoan’ : a4 «dete od ep pe hs fe rs i 4°7» Wee y e a a ras me 
Cat mt f -- a ~= ‘ * i F , “dee OS 
ee} 7 ff ’ ard BY ey , r; i — L+M a” ~ ££ y? peo, 
a 2 ¥ : j d Md ft ae ‘ aR q \ Py i f Lad E 3 < * r a » 
= { a) Ns \ aa i=. i ty . = oe ise 4 = * OT 5 y f , z 7 . 
he ws. te vw Phe Ph f yw , at y Se e ‘te Sin Se y 
4 * f y | P P A a s. ¥ ie me iy A at : 4. 
oe ae NB Ne, BE? Om ns OMA Gag spaidareenens ———— 
me fede) oa eee pare | ne ae ei? : — 
[a i ‘ey 7 be di Aa ae / 4 , F J hh aye’, . . iG See St ee ae 4 Sits 
4 it lee ae. ; bi re a f 4 } fi “ . .* er. ' 4 a} mac ints 
ee: bia, A Pay Be, i BE E Fe 4 a. Jor bf . py me, 
ee 3 ae eet, 4 ATE ee : a 5] ia & 4, aft ie 4 y At Be . ae ae 
mm © tab Sweep Me 7 5 ifr - 4+ heii fi Jae . », = 
ai 4 ee ; V Cea SL 4 SA - be -~L#Y% 7 a4 ae ¢ oe 
a 7 ? ; fh » he > Jf. ry rf: a“ . hy 4 SY we. > aA ¥ - ‘Ss be aS ae 
VN RAT Cl FEL yj pore ia 
a a fy : , 7 J . 3 & d é = - Y MB Z ‘ ; ‘ . ; ‘ imal ; | a _ i P oS =, 
we 7. ae e/ 2 | : of Fr 2 “es ay MS A i) —_. gal x — ie i es 
Bs. hehe wth? £- t | ge ee n , - o? ; e- Bast | ha : te 
s ; 2% : lg 3 \ tA. Be ‘ea y: Lg. Y he xe AS a | ia a a ae . Si 
— ae WS fa BO OPE ME. | ASL ESR FE 
i wail Ae LY tae et, EY Le ee aa a ge — a. % eee 
ie « aes ‘ i f- & 1 es es Y os Lg ty Ge | 4 > Ji“ | ; To Be be 
ae \ + *] - g , fo F { ¥:; 2 5 A A = a Ces ew a’ oa a, , | 7-3. fo * wo oe | BSS & te Oy é a ie roe 
4 a tone | ay o 7 ate: 54 Poe et eS a> Ft foe ae ‘ae 
¢ g ANd ; fr “ df ra ye (AIM ’ ie a ge hills fac * res 
oa >. o J } Mie taf 7 - La’; 4 / Cl: gw e aD 5 =a 
5 ‘ . Age — is OM oft’ oe 
aH “J ee as fa zw eae Zt iad i 4 f £ f . ae * 4 7 = Pa ee BY: 
es a | Wg aii wv . ar LE | i ez, al Me, -. Wy i Ks 4 : ae Yr & aa 
Buch yy. A 4) hae oe i, Phirgs ys Ped ss ents aa 
x \ * c ‘ ry ng + 2 Wy Pe if ; 2 4 are 3 P ee iS te ee. } =. + et 4 fee bts 
a pa , ‘eh ad Ms > xa Py Fadl Sali a Du Bs a “ eR rs - =F — ae Sea ae 
= ln -i Ga” ASI i 2” » Se y, Prats Fae: gilenan ear.” oer ae Se tee 
5 Ne a 24 rotas 2G a leet Bee cue ae Pal, MAAN yates eos 4 apg 
ai * s repel e & , as mc) a oo oe r ¢ Tt -* Se ON 2 OR 3 vie a ; 5 3 oan # . <a 
t “a! @ % 4 fin ; & ie. Rs Ve r % A 7 - ut LG A : Pat ee Se Ls “Se + 4, re i¢ “i a ial ~~ = = 
a al \" a oe eee Pe ee eri + ae ee age OT omg _ one be 
of * ee tT ae gay oh ome Pe ae aes —— Tee” OS joe 
: _ a a Ve én" > $f E (oe Te eee =e ge a . = + ie eae 
a SD eM em es ae \") x 0. % Sag 
‘ . NA . = he a 3 ae te eo ‘ a ——— a visa 
ee | rae , oo, ths ee: + te aes o —s ee) Sees 
— OAR AS al bh ee, ihe ei aa ~ cea Oe so 
i = 2 4 4 oc be cet a 3 see iS erg € rae 7 -~" wat 4 of a “ * pe be gi 4 -- - ee a “ ‘ G F ve Se 
2 } ¥ . By a ee a a hae & inh ie ae ae eee . it eae (@ eg , “a hg ea 
Bees EO ark es Sa ee ae fe base) | ae 
J + Y: Py " Ly | an Bae ft is 4 ong - Pe ere sss : oS - 
4 ; “t ; . : ms oF ; : n ote a oh a lee aH” ait, rH ~ : at ( nm a ke "i Pg i Sea , . be ag 
ee RR a, Se gs Ee reel Cee Yea ee §, es! tee —, its 
it iv A ue ee Pe mo he ee ; - 5 aes PAR 
ee eae os —_". ee ae ge ig (eae ee a oe i) —. met 
a t > ‘i , 4 ~ + : > iar rear’ ics i ne ae : w ‘ ee re 
ve 1 a Y ‘J Pa Ek hoe te mr im —— ee Bx: ht 
a ee ak a ‘4 ' , f : >. " . Ye “ L Ss & es 
Bel ia. ee | @ ee 
7 86 Neg 
4 ae ae S a : Pa be 4% &z e 
= oA " ie es Ff “a , ae 
: | is : @- 5: Bs. 
i PRS a & fon , ‘ faa Me ‘ 
A Rt 4 a. ee ~~ ; ill 2 A ay 
: ith Se ES ’ -~ Q * = Ne 
S i he Bye - re wt : a nes a. & s ag ; i. cae , fa f ec = , ae. 
a a ua rs i, ee and KTNT sae 
ou Be gt’ gf ee ee : € : ; fe. ootsy 2 SY Rhee | ed ae 
cm 5 : ; oe | as —S 
| : a ee Mae 
44 + — : bs rae Be ; 5 Sn Bere . 
A Se : . : : : a ie : ie: 3 A eee eS 0 laa ga a Mee ee 
Ti Vee 


26 
Grubb & Petersen Adds Three 


Grubb & Petersen, Champaign, 
lll, has been named to handle 
advertising for Gainer Mills Inc., 
Springfield, Ill.; McNamar-Crow- 
ley Inc, Salem, Ill., and Lafayette 


Cedergreen’s Polar 
Brand Gets Added 
Items, Acceptance 


Life Insurance Co., Lafayette, Ind BELLINGHAM, WAsH., Sept. 23 
Brand identification and a color 
Promotes Richard Bell picture of the contents stand out 
Richard P. Bell, with the com- on the new Polar frozen waffles 
; pany since 1938, has been pro- 
NS moted to assistant general paint 
manager for the merchandising 


division of Pittsburgh Plate Glass 
Co 


KVOR Names Hollingbery 

George P. Hollingbery Co., New 
York, has been appointed to rep- 
resent KVOR, Colorado Springs, 
Colo. This formerly was a Paul H 
Raymer Co. station 


WINTER OR SUMMER 
use lots of photos in promo 
tions. They outpull other i! 
lustrotions surveys soy. We 
hove over 17,000 to choose 
from. SINGLE PRINTS NOW 
AVAILABLE. Write for FREE 
proofbook Z10-A 


EVE*CATCHERS, Inc. 
207 E. 37 St., New York 16,6. 7 


brought out by Cedergreen Fro- 
ven Pack Corp. With the addition 
of waffles, blueberry muffins, jiffy 
and cubed steaks, and six frozen 


ce nape, eg 


; J. M. HUBER CORPORATION 
aa INK DIVISION 


INK PLANTS. Boyonne, N. / Borger, Texas Boston, Mass 


Brooklyn, NY East St. Louis McCook, fil 


poklyn, Chicago, New York, East St. Lovis, Ill. 


INK SALES OFFICES. Boston, Br 


HUBER PRODUCTS IN USE 


fish items to its basic line of frozen 
fruits and vegetables, Polar now 
is as complete a line as any in 
the country, John Walker, Ceder- 
green general sales manager, said. 

The Polar name was reintro- 
duced in 1951 after an absence of 
several years. Cedergreen acquired 
the name in 1947 

“Our success with Polar has far 
exceeded our expectations,” Mr 
Walker said. “When we started our 
test in the late summer of 1951, 
we had hope. Today, we have in- 
creasing sales and distribution in 
more than 40 market areas 
throughout the country.” 

Bozell & Jacobs, Seattle, handles 
the account. 


Poster Group Issues ‘Impact’ 


The Poster Advertising Assn. 
of Canada, Toronto, has begun 
publication of “Impact,” an eight- 
page external publication which 
will appear six times a year and 
be distributed to agencies and 
other users of posters. Objective 
is “to help bring about a better 
understanding of poster adver- 
tising.” 
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Advertising Problems 


and Business Trends 


Will Be Discussed at Annual ANA Meeting 


New York, Sept. 23—Addresses 
on current advertising problems 
and business trends, plus panel 
sessions for selected groups, will 
feature the 43rd annual meeting, 
Sept. 29 through Oct. 1, of the 
Assn. of National Advertisers at 
the Plaza Hotel here. 

Meetings wil! start at 10 a.m. 
Monday Sept. 29. Highlights of 
the opening sessions, at which 
Harry Deines, general advertis- 
ing manager of Westinghouse 
Electric Corp., will preside, in- 
clude (1) an analysis of the busi- 
ness situation by Dexter Keezer, 
chief economist of McGraw-Hill 
Publishing Co.; (2) a discussion 
of how advertising executives can 
prepare for 1953 and later by Ray 
Eppert, executive v.p. of Bur- 
roughs Adding Machine Co.; 
(3) a talk—‘“Never Underestimate 
the Power of Advertising’—by 
John Cunningham, president of 
Cunningham & Walsh, and (4) a 


, San Antonio retailer planned to 


advertise his new Mignon green shoe in the 


San Antonio Express, using a second color to 


match the exact shade of the shoe. 
The Express air-mailed one of the shoes to 


Huber’s East St. Louis plant 


asking for a per- 


fect match. The shoe arrived Monday; the dead- 


line was Friday 


a thousand miles away. 


Huber made the match within a few hours, 


mixed it, then air-freighted 50 pounds to Texas 


the next day. It arrived two and a half days ahead 


of schedule. When Friday's issue came off the 


press, both publisher and advertiser were highly 


pleased with the results. 


An unusual case? Perhaps. It isn’t every morn- 


ing we find a Mignon green shoe in our mail. 


But it is typical of the service you can get from 


Huber’s strategically-located plants, whether you 


use news or other types of inks. 


SINCE 1780 


discussion on the merchandising 
side of selling by John E. Wiley, 
former chairman of Fuller & Smith 
& Ross, now head of his own con- 
sulting organization. 


es At the Monday afternoon ses- 
sion, Wesley I. Nunn, advertising 
manager of Standard Oil Co. (In- 
diana) and chairman of the ANA, 
will preside. Results of the annual 
ANA survey of members’ advertis- 
ing plans will be presented. H. D. 
Bissell, director of merchandising, 
Minneapolis-Honeywell Regulator 
Co., will present his company’s 
program for greater dealer sales, 
and John W. Hubbell, v.p. of Sim- 
mons Co., will talk on selling re- 
tailers on the economic value of 
national brands. 

At 4 p.m. the meeting will break 
up into smaller informal groups 
for panel sessions on various 
phases of advertising, distribution 
and marketing practices. Group 
meeting chairmen are J. Ward 
| Maurer, director of advertising, 
| Wildroot Co., H. J. Deines, and 
William H. Collins, director of 
advertising, Dravo Corp. 


® The Tuesday morning session 
will be on the general subject of 
plugging ad budget leaks. Session 
chairman will be George Abrams, 
advertising manager of Block 
Drug Co. 

Among those scheduled to speak 
are Parlin Lillard, sales promotion 
manager, General Foods Corp.; 
James Peckham, executive v.p., 
A. C. Nielsen Co.; Irving Harris, 
executive v.p., Toni Co., and J. M. 
McKibbin, v.p., Westinghouse 
Electric Corp. 

“New Frontiers in Advertising” 
| will be the theme of the afternoon 
}session. William Brooks Smith, 
director of advertising, Thomas J 

Lipton Inc., will preside. Speakers 
{include John M. Elliott, John M 
| Elliott & Co., Sidney W. Dean, v.p., 
| McCann-Erickson, Leyton Carter, 
| Gallup & Robinson, and Bob Pend- 
| ergast, president of Reader Inter- 
est Reports. 

| The annual banquet will be held 
|} the evening of Sept. 30, with a 
special program to be presented by 
CBS. 


® The Wednesday morning session 
| will be open to agency and media 
representatives for the ANA’s an- 
nual forum. The list of speakers 
is still incomplete, but a panel pres- 
entation will be made on the Ad- 
| vertising Research Foundation. 
| Panel members will be Edgar Ko- 
bak, ARF president, moderator; 
Henry Schachte, Borden Co.; F. B. 
Manchee, Batten, Barton, Durstine 
& Osborn; Sherwood Dodge, Foote, 
Cone & Belding; Lawrence Deck- 
inger, Biow Co.; John Caples, 
BBDO, and B. B. Geyer, Geyer, 
Newell & Ganger. 

The Advertising Council also 

will make a presentation. A partial 
list of the panel includes Howard 
Morgens, v.p. of advertising, Proc- 
ter & Gamble, and chairman of 
the council; Stuart Peabody, as- 
sistant v.p., Borden Co., and others 
still to be announced. 
’ The convention will close with 
a luncheon which will be featured 
by a dramatic presentation of 
what happens to advertising after 
the campaign and the elections. 
This feature will be made by 
Gardner Cowles, president and ed- 
itor of Look. 


Media Buyers Accept Women 

The Media Men's Assn. of New 
York, for the first time since its 
organization ten years ago, will 
admit women to membership. The 
name of the group has been 
changed to the Media Buyers’ Assn. 
A membership drive, now being 
organized, will get under way 
shortly for an expanded program. 
Murray Thomas, media director 
| of Anderson & Cairns, is president 
| of the group. 
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Laughton Appointed S.M. 

Robert Laughton, formerly sales 
manager of McLoughlin Bros. Inc., 
New York publisher of children’s 
books, has been named sales man- 
ager of Samuel Gabriel Sons & Co., 
division of American Colortype 
Co., New York. 


Smith Appointed Sales Head 

Arthur E. Smith Jr., formerly 
with National Lead Co., Buffalo, 
has been named to the new post 
of sales manager of the Buffalo 
office of New England Lead Burn- 
ing Co. 


| agency. 


Browne Drug Names Deutsch 

E. T. Browne Drug Co. has 
named Herschel Z. Deutsch & Co., 
New York, to handle radio, news- 
paper and magazine advertising 
of its Palmer's Skin Success prod- 
ucts. 


serves @ tremendous industry, 
with twenty-five yeors of spec- 
development, and stil 
There 's an 
active end respensive market 
here—agricuitura!l ond industrial. 


tecuiar 


Birge Co. Switches Agencies growing steadily. 

Birge Co., Buffalo wallpaper 
manufacturer, has named Baldwin, 
Bowers & Strachan, Buffalo, to 
handle its advertising. Lloyd Mans- 
field Co., Buffalo, is the previous 


35 EAST WACKER DRIVE 
CHICAGO 1, ILLINOIS 
ANdever 3-3042 


Ps. 


BABY’S BANK BOOK—This piastic-covered | 


bank book has a pocket for boby’s pass- ~ we 
book and for a 12-page insert booklet with ‘ oe 


space for baby’s first picture, height and wa 
weight, etc. Developed by John Rosen, ad 
reminder specialist, it is currently being 
used to promote business in the 32 offices 
of the Valley National Bank, Phoenix. 


| Puritas Water with 
| Fluorine Introduced 
in Los Angeles Area 


‘ Los ANGELEs, Sept. 24—Arrow- | 
head and Puritas Waters Inc. has} 
started a month-long campaign 
on radio and television to intro- 
duce its new product, Puritas Fort- 
ified with Fluorine. The new prod- 

ae uct will be sold as having the ad- | 

: | vantages of distilled water, plus} 

i the theme that fluoridation has} 

been approved by the American! 

Medical Assn. and the American 

Dental Assn. as tending to retard) 
1 a tooth decay. 

; Puritas will use a total of seven! 

radio stations in Los Angeles, San | 

‘ Diego, Bakersfield, Santa Maria | 

and Santa Barbara for an intensive 

spot schedule. Five Los Angeles 

i television stations will also be 

} used. The claim will be made that} | 
fluoridation reduces dental caries 
in children up to 65% 

Doctors, dentists and community 
groups will receive a special mail- ° 

} ing piece. McCarty Co. is the agen- 

cy. 


Prudential Buys News Show 


The western home office of Pru- 
dential Insurance Co. of America 
will sponsor Virgil Pinkley, editor 
and publisher of the Los Angeles} } 
i Mirror, in a newscast on Mondays, 
f Wednesdays and Fridays at 5:15 
i p.m. over 27 California, Oregon 

and Washington radio stations of 
American Broadcasting Co., be- 
ginning Sept. 29. Calkins & Holden, 
' Carlock, McClinton & Smith, Los 


Angeles, is the agency. 


SxiO ; 
GENUINE} 
GLOSSY 
PHOTOS 
ta Quantities 
SELL BETTER! 


a 


Reproduction 
aw required 
tonal (each sub, 


PHOTOMATIC co. 


52-59 E. ‘itinwis $t., Chicago it, illinois 


Phone: WHicehall 4-293Q 


Wet = 


2 Park Avenue, New York 16, N. Y. 


9 West Washington Street, Chicago 2, Ill. 
80 Boylston Street, Boston 16, Mass. 


2412 W. Seventh Street, Los Angeles 5, Calif. 


my + Ge ee 


-& 


HE FIRST 8-PAGE, FULL-COLOR COMIC SECTION 
APPEARS AS AN ADDED MONTHLY FEATURE IN 
THIS SEPTEMBER ISSUE OF BOYS’ LIFE. 


More than 2,000,000 boys 9 to 17 are reading it. 


23% more advertising lines 
over last September have been bought in it. 


And more than 
85,000 bonus subscribers have been delivered 
to its advertisers. 


Furthermore, every previous issue in 1952 ran more 
linage than 1951 and delivered accumulative net paid 
bonus circulation to its advertisers. 
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Ad budget bulletin... 


,, 


True Story Women's Group 


cost per B&W page per 


} 
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among major magazine } 
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| offers the LOWEST 


Per thousond 
LS.W.G 5,605,510 
T ouUsd ii Life 5,339,565 


circulation 


Ladies’ Home Journal 4,575,311] 

Woman's Home Companion 4,258,586 

McCall's 4,237,758 

i Saturday Evening Post 4,224,339 

e ex Better Homes & Gardens 3,600,290 

U | t Tf C e Family Circle 3,535,164 
@ Look 3,301,762 
Good Housekeeping 3,200,690 


Dell Modern Group 2,714,793 
Fawcett Women's Group 2,621,730 
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Food Fair Tests 
Clothing Department 


PHILADELPHIA, Sept. 23—Food 
Fair Stores Inc., the nation’s 
seventh largest supermarket chain, 
is testing a clothing department for 
the first time 

The company has put a 
department, conducted by the 


leased 


Business men everywhere use FOTOTYPE 


to beat high type costs. A sure, quick 
way of preparing copy for offset or any 
photograpmic reproduction Anyone 
Can do a professional jab (A stenog 
tapher set this entwe ad). Send 
for tree catalog over 100styles 


Shamar Corp. here, into a re- 
modeled store at Germantown Ave 
& Haines St. 

The department merchandises 
men’s wear, women’s dresses and 
children’s wear on a semi-self-ser- 
vice basis. 

The company said there are no 
plans for future operations of this 
type. However, a spokesman told 


ADVERTISING AGE that if the experi- | 


ment works out, they may extend 
the department into all or most of 
its branches throughout the East 


Nevins to Winius-Brandon 

James D. Nevins, on active duty 
with the Navy as a lieutenant com- 
mander the past 23 months, has 
returned to Winius-Brandon, St 
Louis agency. Prior to his recall 
to duty, he was an account execu- 
tive on the Emerson-Electric ac- 
count 


Peirce & Co. to Vick Knight 
Peirce & Co., Los Angeles maker 
of Pebbletex and Wooltex carpets, 
has named Vick Knight Advertis- 
ing, Los Angeles, to handle con- 
sumer and trade advertising. 


Advertising Age, September 29, 1952 


Department Store Sales... 


First Two September Weeks Sluggish 


| WASHINGTON, Sept. 23—For the 
| second straight week, sales in the 
nation’s department stores failed to 
equal those of a year ago. 

The Federal Reserve Board re- 
ported that dollar volume in the 
| week ended Sept. 13 lagged 1% be- 
hind the comparable week last 
year. Two districts—Chicago and 
St. Louis—said warm weather hin- 
dered the effectiveness of seasonal 
promotions. 

While the September sales de- 
clines have been small, they come 
on the heels of optimistic predic- 
tions. Most people in the business 
of making economic forecasts have 
said that the tail end of 1952 would 
see a general upsurge in buying. 
It has yet to come. 


® For the four weeks ended Sept. 
13, department store sales are 1% 
ahead of 1951. For the Jan. 1 to 


Sept. 13 period, the sales still are’ 


off 2% from 1951. 


%™ Change from ‘51 
Week Ended 


Federal Reserve Aug. Sept. Sept. 


District and City “oO 6 is 
UNITED STATES ‘ —! —! 
Boston District —t —5 x 
New Haven 5 3 1 
Boston 3 8 9 
Lowell-Lawrence 3 11 2 
Springfield 1 —2 3 
Providence 1 —1 13 
New York District —r—-10  —6) 
Newark 0 r—7 7 
Buffalo 2 —9 7 
New York -5r—ll —9 
Rochester —8 r-—5 —3 
Syracuse —4 r—9 17 
Philadelphia District —= —t —I 
Philadelphia —7 -6 —4 
Cleveland District 5 —f —4# 
Akron 4 0 0 
Cincinnati 9 8 1 
Cleveland 6 0 2 
Columbus 13 4 i 
Toledo ° e ° 
Erie —8 1 0 
Pittsburgh 10 —§ 3 
Richmond District 2 r-é 5 
Washington 0 —ili1 4 
Baltimore 3 1 6 
Atlanta District 17 23 lo 


Alliance Review 


Ashland Times-Garette 
Ashtabula Star-Beacon 


Athens Messenger 


Bellevue Gazette 


Bowling Green Sentinel-Tribune 
Bucyrus Telegraph- 


Bellefontaine Examiner 


Forum a 


Cambridge Jeff nien > 
pacing 


Celina Standar 
Chillicothe Get 


* Conneaut News-Herald 


Coshocton Tribune 
Delaware Gazette 


i 


East Liverpool Review 
Elyria Chronicle-Telegram 
Findlay Republican-Courier 
Fostoria Review-Times 


OHN W. CULLEN CO. 


it 


Fremont News-Messenger 


Geneva Free Press 


Hamilton Journal News 


tronton Tribune 


Kenton News-Republican 


Lancaster Eagle-Garette 


Logan News 
Marietta Times 
Marion Star 


Martins Ferry Times-Leader 


Marysville Tribune 


Middletown Journal 


Mt. Vernon News 
Newark Advocate 


New Philodelphia Times 
Painesville Telegraph 


Piqua Call 
Portsmouth Times 


Ravenna-Kent Record 


Salem News 
Sidney News 


Tiffin Advertiser-Tribune 


Troy News 


Uhrichsville Chronicle 


Urbana Citizen 


Van Wert Times-Bulletin 


takes 


OTH HALVES 


to do a job... 


Ohio is the 5th largest market in the United States .. . if you reach it all! 


Retail sales total $6,622,697,000.* The important part from cities 


and towns of less than 100,000 population, beyond the influence of 
metropolitan papers on your list, exceeds retail sales in such 


important states as Kentucky, Tennessee, Oklahoma and Kansas. Retail 


sales in the area covered by Ohio's home-town dailies exceeds 


that of 34 states. And these sales are where good distribution and 


dealer organizations mean excellent service to the consumer 
and rapid turnover. WRITE, PHONE OR WIRE AND ASK 


THE OHIO SELECT LIST MAN TO CALL AND EXPLAIN THE 


Worren Tribune Chronicle 


Washington C. H. Record-Merald 


Wilmington News-Journal 


Wooster Record 
Xenia Gazette 


Zanesville Times-Recorder & Signal 


*Sales Management — Survey of Buying Power 


Que oder Jue check / 


EASY “ONE ORDER-ONE CHECK" WAY OF COVERING OHIO. 


DEPARTMENT STORE 


~—SALES.INDEX 


1947-49 equals 100 


» Week to Sept. 13, '52*p114 
» Week to Sept. 15, °51*..114 
Week to Sept. 6, °52*....100 
Week to Sept. 8, °51*....100 
Week to Aug. 30, 52*..110 


t 
§ 
‘ 
| 
Week to Sept. 1, °51*....105 
*Not adjusted seasonally 
pPreliminary 
| 
! 
Birmingham .. 24 21 18 
Jacksonville : 2 9 6 
Miami ‘ 16 18 14 
Atlanta 20 30 7 
Augusta 28 52 39 
New Orleans 17 21 6 
Nashville 13 14 4 
Chicago District 54 reo 04 
Chicago 6 —2 —7 
Indianapolis 8 1 7 
Detroit 2 2 3 
Milwaukee 2 6 ll 
St. Louis District i 5 —#t 
Little Rock 12 16 3 
Louisville 12 7 0 
St. Louis Area ll 2 5 
Memphis il 8 6 
Minneapolis District 3 js 
Minneapolis 2 7 4 
St. Paul . 2 7 —13 
Duluth-Superior —l ll -4 
Kansas City District 9 s$ — 
Denver . 5 8 —l 
Topeka . 1 2 —18 
Wichita o —tl —8 
Kansas City 7 7 —7 
St. Joseph 1 —3 —29 
Oklahoma City 9 14 —19 
Tulsa 29 12 —5 
Dallas District x 5 2 
Dallas 7 & R 
El Paso 5 15 25 
Fort Worth 4 19 —I1 
Houston 133 -—7 -—6 
San Antonio 2 4 6 
San Francisco District 4 -—3 9 
Los Angeles Area 5 -—9 7 
Downtown Los 
Angeles —i1 —t11 —4 
Westside Los 
Angeles 8 —17 0 
Oakland 5 0 8 
San Diego 1 10 238 
San Francisco 5 4 —7 
Portland 8 4 10 
Salt Lake City 5 8 11 
Seattle 8 6 13 
Spokane 1 1 4 
rRevised. 


*Data not available 


TV SET SALES HELP 
DENVER DEPT. STORES 

DeNveR, Sept. 23—Here’s what 
the opening of a television station 
can do to department store sales: 

During the first six months of 
this year Denver department stores 
averaged 6% less sales, compared 
to the same period last year. On 
July 18, KFEL-TV flashed its first 
signal over the air waves and 
Denverites began a mad rush for 
TV sets. 

The Federal Reserve Bank of 
Kansas City now reports that Den- 
ver department store sales in July 
were 14% higher than those of 
July, 1951. Sales in the radio-TV 
departments were up 523%. 

This trend then continued during 
August. Weekly reports showed 
sales gains of 3%, 13%, 11% and 
5%. For the week ended Sept. 6, 
department sales in Denver were 
still better than a year ago—by 
8%. These seven weeks without a 
loss came to a halt in the week 
ended Sept. 13, when sales in the 
big stores dropped 1% below the 
dollar volume in the same week 
last year. 


Reinhold Promotes Wilkin 


Brad Wilkin has been promoted 
to assistant publisher and sales 
manager of Progressive Architec- 
ture, published by Reinhold Pub- 
lishing Corp., New York. He as- 
sumes the duties of the late John 
C. Belcher, publisher. Philip H. 
Hubbard, president and treasurer 
of Reinhold, will be acting pub- 
lisher of the magazine. Mr. Wilkin 
was central regional sales man- 
ager for Progressive Architecture 
and manager of the Cleveland of- 
fice. 


_WVOP Increases Its Power 

WVOP, Vidalia, Ga., has been 
authorized by the Federal Com- 
munications Commission to in- 
crease its power from 250 to 1,000 
watts and to change its place on the 
dial from 1450 to 970kc. The sta- 
tion has installed a new 250’ tower, 
|new transmitting plant and other 
‘ equipment. 
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LOST? WHO'S LOST?—W. C. Stanback, mer- 
chandising manager of Larus & Bros. Co., 


| 
Richmond tobacco maker, who sent this | 
in, had a few giddy moments when he 
opened the Sept. 10 Richmond Times-Dis- 
patch and saw these two juxtaposed ads 
for the movies “The Wild Heart” and “High 
Noon.” The layout was changed in the) 
next edition, he reports. 


Magazines Should | 
Help Teach Dealers | 
About Ads: Caplin 


Cuicaco, Sept. 23—Advertising is 
not understood by salesmen, deal- | 
ers, retail salespeople and others | 
who should know how it works} 
and what it does for them, the 
Agate Club, magazine representa- | 
tives’ association, was told yester-| 
day. 

Arthur I. Caplin, who is in) 
charge of merchandising Helene 
Curtis Industries products to the 
beauty field, said that most people | 
concerned with distribution below | 
the management level think that 
advertising expenditures could be) 
used more profitably in reducing | 
prices, increasing trade discounts, | 
etc., than in addressing the con- 
sumer. As a result, advertising is 
not used properly at trade and dis-| 
tribution levels. 


s He urged that magazine publish- 
ers provide educational material, 
showing how advertising works. 
for distribution by their advertis- 
ers, who would be able to pass it 
along to their own _ salesmen, 
wholesalers, dealers and retail 
salespeople, to pep up everyone 
who works with advertising or 
helps to sell an advertised product. 

L. M. Francisco, head of Fran- 
cisco Films, emphasized this idea 
in introducing a slide sound film, 
in color, which Helene Curtis has 
been using to explain its $1,000,000 
magazine advertising campaign to 
distributors of its products in the 
beauty field, as well as to beauty 
salon owners and their staffs. The 
film explains the strategy of the 
company in the selection of media 
appealing to prospective customers 
for pro‘essional permanents, and. 


emphasizes the recommendation of 
the beauty salon to readers of mag- 
azine ads 

In a discussion following the 
meeting, Mr. Caplin said that the 
beauty shop industry has not suf- 
fered from the promotion of home 
permanents, as has been generally 
believed, but that interest in hair 
care has been stimulated to the 
extent that a shortage of operators 
is the principal limitation on the 
business of the 100,000 beauty 
salons of the country. 


’ 
Van Eck to American Luggage 
The American Luggage Works 
Inc., Providence, has appointed 
G. A. Van Eck advertising manager. 
Mr. Van Eck was formerly assist- 
ant advertising manager of Build- 
ers’ Iron Foundry, Providence. 


Dunn Joins ‘American Family’ 
A. H. Dunn, formerly on the ad- 
vertising sales staff of Progressive 
Grocer, New York, has been ap- 
pointed to the advertising sales 
staff of the American Family Mag- 


PR Firm on Coast Splits 

Hodges, Pierce & Co., San Fran- 
cisco public relations counselor, 
has been dissolved and its two 
principals have established separ- 
ate organizations. Ernest Hodges 
has established Ernest Hodges & 
Associates at 130 Kearney St., San 
Francisco, and Russell Pierce has 
formed Pierce & Co. at 251 Kear- 
ney St. with a branch office at 275 
N. First St., San Jose 


Carroll to Head West Market 


J. Walter Carroll, authority on 


the Negro market in advertising, | 


sales promotion and merchandis- 


ing, has been named assistant man- | 


ager of the Chicago office of the 
Interstate United Newspapers Inc., 
New York. Mr. Carroll will super- 
vise the company’s western terri- 
tory. 


Appoints FitzGerald Inc. 

The Citizens Savings Bank & 
Citizens’ Trust Co., Providence, has 
named FitzGerald Inc., Providence, 
to handle its advertising. News- 
papers and television advertising 
will be used, with other media be- 
ing considered for the future. 


Taylor Gets Chloro-Dane 


George Taylor Advertising, San 
Francisco, has been named to di- 
rect advertising for Chloro-Dane 
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Co., El Cerrito, Cal., on its new in- 
sect control product, Rid-a-Sect. 
Newspapers, television and point 
of purchase will be used. 
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TWO FRONT PAGES! 


Unusual for a newspaper to have TWO 
front pages, isn’t it? 


a 


watching the Free Press in 


recent months, Detroiters have become 
accustomed to see this newspaper do the 
unusual . . . regularly. 

Page One is page one, naturally, de- 
voted to national and international news 
- . « The Second Front Page is Page 3, 
ordinarily, now devoted to local news. As 
Acting Mayor of Detroit, Louis C. Miriani, 
said: ‘The Free Press has put more pep 


into an already peppy paper with the ad- 
dition of its Second Front Page. It makes 
you feel that all stories are Page One in 


importance.” 


By putting more and more that's new, 
different, novel, into this newspaper on a 
regular schedule, advertisers are enabled 
to take more out of it in terms of more 
reader attention, more reader interest, 
more reader enthusiasm for THEIR paper 
... and... MORE RESULTS. 


The Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 


F Story, Brooks & Finley, Inc., National Representatives 
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CIO Sponsors 
Two Telecasts 


New YorK, Sept. 26—The Con- 
gress of Industrial Organizations, 
the first labor group to use tele- 
vision nationally, is now sponsor- 
ing two telecasts in several] cities 
throughout the country. 

A new CIO series, titled the 
“People’s Political Poll,” started 
this week on WABD, New York 
The addition of this station gives 


the program a 35-station spot line- 


up 

“People’s Poll” is a 15-minute 
film comprised of short interviews 
with voters across the country. In 
the first of the six-week series, 
Producer Bob Post cornered a 
farmer, prospector, factory worker, 
housewife, engineer and miner, 
among many others, to ask them 
whom they “favored as President.” 
In some instances they were asked 
to give the reason for their choice 
for President 


8 Without making an actual count, 
it seemed that the producer in- 
cluded a preponderance of Steven- 
son backers. Otherwise there is 
nothing planted in the film to sway 
the voter one way or the other. Nor 
does the CIO Political Action Com- 

ttee use the commercial] for time 


@GMing to it as sponsor for an out- | 


right pitch fer the Democratic 
presidential slate which it has en- 
dorsed 

At a press preview of the film 
hefe, Jack Kroll, director of C1O- 
PAC, said this was not the purpose 
of the series. He added: 

“Our primary purpose is to in- 
ter@st the people in the country 
in politics—in registering and in 
ve g. We don't care how they 
vote just as long as they do vote 

“We want to get across the no- 
tiem that politics is important, that 
it@interesting, and that it’s a mat- 
te of concern to millions of peo- 

» 


ple, 


® These films were produced by 
CIG-PAC at a cost of approximate- 
ly $35,000. An earlier series drama- 
tizifg the “issues of the day,” us- 
ing actors in this case instead of 
real people, is running in 16 ma- 
jor cities. 

Health, social security, housing 
and discrimination are some of the 
problems dramatized in this series, 
which was filmed at a cost of about 


How the 
RICHMOND 
(California) 
INDEPENDENT 
operates its 
EARNED 
MERCHANDISING 
CREDIT SYSTEM: 


PRODUCT: TIDE 
1/1/52 Earned 

Merch'g Credit: $50.94 
1952 Credits 7.19 
New Account Bonus: 0.00 
TOTAL (to date) 58.13 
Merch'g performed 

1952 to date 14.50 
BALANCE $43.63 


Has your product an earned mer- 
chandising credit in the Richmond, 
California, Independent? (Notice 
that “New Account’ bonus) For 
information on your product check 
with Win Smith, National Advertising 
Manager of the 

RICHMOND 

California 


INDEPENDENT 


$41,000. Local union councils pay 
station time costs for both pro- 
grams. Time and production costs 
for this election year campaign are 
approximately $200,000. Henry J. 
Kaufman & Associates is the agen- 
cy. 

Henry C. Fleisher, publicity di- 
rector of the CIO, explained why 
labor is taking to television with 
such enthusiasm. 

“It is a neutral medium without 
accompanying editorial slants,” he 
commented. “But its direct com- 
munication with viewers gives 
them maximum opportunity to 
make up their own minds.” 


Katz Moves Coast Headquarters 

The Pacific Coast headquarters 
of Katz Agency has been trans- 
ferred from Los Angeles to San 
Francisco. Stanley J. Reulman, Pa- 
cific Coast manager for Katz, will 
direct activities from San Francis- 
co and Richard Hasbrook, formerly 
with Avery Knode! Inc., Los An- 
geles publishers’ representative, 
has joined the Los Angeles office 
as Manager. 


Grolier Names Rumage 

George V. Rumage, formerly v.p 
of Young America Magazines, has 
been named Pacific states sales 
manager for Grolier Society Inc. 


Friedman, Regan Join WEAN 

Max Friedman, previously in ra- 
dio work in Des Moines, has been 
appointed to take charge of sales 
for WEAN, Providence. John Re- 
gan, formerly in public relations 
with General Baking Co., New 
York, has been named head of the 
Station’s publicity and promotion 
department. 


Dairy Names Honig-Cooper 

Bell Brook Dairies Inc., San 
Francisco, has named Honig-Coop- 
er, San Francisco, to handle its ad- 
vertising, effective Oct. 1. Immedi- 
ate plans call for the use of tele- 
vision 
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Joins Ferguson as PR Head 


James B. Sheean Jr., formerly 
news editor in the public relations 
department of the Chesapeake & 
Ohio Railway, Cleveland, has been 
appointed public relations man- 
ager of the H. K. Ferguson Co., 
Cleveland industrial engineer and 
builder. 


Two Join Riedl & Freede 

Ray Lake, formerly with Reiss 
Advertising, and Bernard W. Max- 
well, formerly with Franklin & 
Gladney, have joined Riedl & 
Freede. Paterson, N. J., as art di- 
rector and account and merchan- 
| dising executive, respectively 
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Bower Urges Decentralized Management 


Cuicaco, Sept. 25—The Chicago 
chapter of the American Marketing 
Assn. opened its 1952-53 monthly 
dinner meeting series last night 
with an address by Marvin Bower, 
partner in McKinsey & Co., man- 
agement consultants. 

Mr. Bower, who is consultant to 
a number of top American corpora- 
tions, said the successful business 
today is increasing its marketing 
effectiveness by decentralizing 
management policies and organi- 
zation. This is done, he explained, 
to achieve a separation between 


planning and execution. 

The need for specialized plan- 
ning by product and by sales terri- 
tory was the central theme of Mr. 
Bower's talk. He pointed out that 
different products have different 
sales promotion and distribution 
problems, which can be solved only 
by separate planning departments 
fixed with profit responsibility. He 
suggested that there is too much 
discussion of “hcw to reduce dis- 
tribution costs,” and not enough 
attention paid to the market poten- 
tia] of an individual product which 


is promoted on its own right. 

According to Mr. Bower, this 
trend toward specialized planning 
in successful companies has led to 
separate divisions or a “business 
within a business.”’ Mr. Bower was 
presumably referring to the vari- 
ous divisions in large companies 
like General Electric, General Mo- 
tors, General Foods, etc. 


@ Mr. Bower also threw cold water 
on al] the recurring talk about 
“hard sell” and “planning for the 
competitive period ahead.” He said 
that (1) it is well nigh impossible 
for a company to plan too far in 


advance, and (2) salesmen can't 
be trained in a vacuum—they have 
to be in a hard competitive period 
before they can learn what this 
means. Mr. Bower said companies 
could spend their time more fruit- 
fully by finding out two things: 
(1) what salesmen can do to con- 
trol the sale of a product—define 
this area very carefully; (2) what 
does the successful salesmen do 
that works. 

Richard Crisp, research director 
of Tatham-Laird and chairman of 
the AMA chapter, announced that 
Mr. Bower's talk and the others 
scheduled for the coming year rep- 


wee Lautreg| 


ASL.-TV, Salt Lake Cit 


television markets. 


people in town, 


local live availabilities. 


Just ask him for more details, 


and ANNT, Los \ngeles 


He can’t twirl an Indian club or swallow 
a sword. But Mr. D. has talent. no doubt 
about it...a wide variety of local live 


talent in seven of your most important 


Put him to work on your TV campaign, 
and you'll get a personality or a show 
which will assure you of making the 


right impressions. (And plenty of them!) 


For the people on his list belong to the 


local scene. They talk the local language. 


And, because our Mr. D. represents the 
best station in each of his seven markets, 


they are the best—and the most popular— 


It’s easy to see why far more advertisers 


than ever before are choosing our Mr. D.’s 


Mr. D. would be happy to show you his 


cast. Even more happy to cast you a show, 


CBS TELEVISION SPOT SALES 


Representing WCBS-TV, New York; WCAU-TV, Philadelphia; 
WTOP-TY, Washington; WBTV, Charlotte; WAFM-TV, Birminghamg 


*M). Wiliam H. Davis of Chicago, or Messrs. Thomas 


H Dawson or Sam Cook D.gpes of New York. Or, past 


as easils, 


war Messrs 


4. through Z. 
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resent a change from tne past, in 
that the meetings now will be 
concerned with over-ail marketing 
policies instead of merely market- 
ing research. 


Marlun Appoints Maury, Lee 

Marlun Mfg. Co., New York 
maker of Ritz Black Angus broil- 
ers and rotisseries, has named 
Maury, Lee & Marshall, New York, 
to conduct a national advertising 
campaign in consumer  publica- 
tions. Copy will be primarily edu- 
cational, pointing out the health 
advantages of broiling and roast- 
ing 


Appoints Smithson, Wyman 

Shipstads & Johnson Ice Follies 
has named Smithson, Wyman & 
Wythenbury, Cincinnati, to handle 
its advertising in 1953. Television, 
radio and regional newspapers will 
be used. 


Whittier Finance to Swain 
Whittier Finance Corp., Whittier, 
Cal., has appointed L. J. Swain Ad- 
vertising, Whittier, to handle its 
advertising and public relations 


a market 
to turn 


BOOMING BATON ROUGE: 
Population up 257% the last dec- 
ade; 1951 retail sales over $160 
million. Reach the largest audience 
on WJBO, NBC's 5,000 
5 watt affiliate in Baton 
Rouge, La. National reps: 
8 George P. Hellingbery Co. 
Affiliated with the State- 
Times and Morning Advo- 


WBRL (FM) 
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Spending Makes Wheels Turn.) ing first paragraph 


Economist Points Out 


To the Editor: An article in the 


Aug. 18 issue of ADVERTISING AGE 
has just been brought to my atten- 
tion by one of my associates. The! 
article bears the title, “Average 
Family Lives Beyond Income: 

BLS,” and the subtitle, “90-City 
Study Shows that Families in 1950 
Spent 6% Above Income.” The 
article bears a Washington date 


line of Aug. 15 and has the follow- 


StmMPSON-REILLY, LTD. 
Publishers Representatives 


since tore 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


“The Bureau 
of Labor Statistics confirmed today 
what many Americans long sus- 
pected: that the average city fam- 
ily is living beyond its means.” 
The article itself appears to be a 
factual statement of the BLS Sur- 
vey of Consumer Expenditures, 
and does not seem to justify the 
scare headline and the lead para- 
graph which was placed on it. I 
have not had access to the 
release issued by the Bureau of 
Labor Statistics, but the article 


press 


“Survey of Consumer Expenditures 


in 1950” 
view of August, 
the release was 
not seem to justify such an alarm- 
ist headline 

The annual surveys of consumer 
expenditures made for the Federal 
Reserve Board by the University 


in the Monthly Labor Re- 
1952, upon which 
based, 


also does 


of Michigan show that about three 
out of every ten families in the 
U.S. spend more each year than 
the current year’s income. This 
doesn’t mean that these families 
are “living beyond their income.” 
What it does mean is that these 
families bought homes or acquired 
other permanent such as 
cars, furniture and other major 
durable goods—*“big price” items. 
In accounting terminology, these 
are capital expenditures, not liv- 
ing expenses. Those expenditures, 
made by the average American 
family, provide them with the 
capital assets which are the unique 
characteristic of the high standard 
of living in this country. 

It is clear from the various avail- 
able studies that a great many of 
these major expenditures are made 
in the form of cash. Those pur- 


assets 


az PRO 


This trade mark appears throughout the 


Survey of Buying Power . . . often as many as five times to a page . . . to stamp 


the various columns as exclusive 


Buying Power, 


state government releases 


SALES MANAGEMENT data. 


Wherever market figures are published, the source 


in most cases will read: 


individual media promotion pieces . . . 


media association studies... 


“Sales Management,” or 


“Survey of 


* or just SM or SBP. You see this identification on 


U.S. Government and 


. . chamber of commerce bulletins . . . 


in hundreds of news stories from one end of the country to the other. 


You see it practically everywhere. In the annual of another 


publication, for example, 83 advertisers used SBP figures and 


quoted SM as the source. In another annual, the number 


was 87. Wherever you see it. 


. and that’s 


practically everywhere . . . it’s the autograph of a professional 


The Survey is 


unmatched in audience, years 


hall-mark of authority . . . signal for confidence. 


all by itself 
of service, ACCEPTANCE. 


| while; 


save the cash 
prior to the time of purchase. 
Others buy these articles on the 
time payment plan. They save after 
they have made the purchase, dur- 
ing the period when they are pay- 
ing off the debt.. 

The heading given the BLS story 
implies that such action is un- 
sound or unhealthy. The opposite 
is true. If everyone spent no more 
than his year’s income each year, 
no one would be able to buy a 
home. There would be relatively 
few cars sold. The output of re- 
frigerators, ranges, furniture, tele- 


of course, 


chasers, 


vision sets and other durable goods 


would be cut to a fraction of the 
present production. Similarly, if 
business firms made no expendi- 


tures in excess of their current 
year’s net income, our country 
would be reduced to a pastoral 
state, as soon as the current stock 
of producer durable goods was 
worn out... } 


Ernst A. DAUER, 


Director of Consumer Credit 
Studies, Household Finance 
Corp., Chicago. 

. [ os 


Applauds Woolf's Views 
on Business Paper Copy 

To the Editor: I eagerly applaud 
the views expressed in James D. 
Woolf's Sept. 1 AA piece—“Busi- 
ness Papers Must Spearhead the 
Drive for Better Trade Publication | 
Copy.” I agree with him that busi- 
ness papers should accept more of 
the responsibility for still further 
improving the quality of advertis- | 
ing copy they carry. 

It is worth noting that a good 
deal of enlightened and reward- 
ing work has been done in this 
good cause. Mr. Woolf names one | 
good publication effort. There are | 
some others. | 

And I pridefully recall his atten- 
tion to the persistent campaigning 
ABP has carried on through the 
years on this specific objective. 
Our pioneering study “Tell-All”! 
has taken on an almost immortal 
stature; “Hit the Road” and “Copy 
that Clicks” are still on our best- 
seller list. These, and a number of 
other ABP activities have indeed 
“spearheaded” the crusade for bet- 
ter copy. 

Keep up your good work, and I 
promise we'll keep up ours. 

WILL1AM K. BEarp JR., 
The Associated Business Pub- 
lications, New York. 
. + e 


Wants ‘Worth While’ Data 

To the Editor: Will you send us 
tear sheets or complete copies of 
the diary information on shampoos 
from the Aug. 11 issue and on 
cereal from the Sept. 1 issue 
|George H. Brown series}. We will 
be happy to pay for any charges 
for these copies. 

This information is really worth 
have you thought about 
combining all of them into a book? 

J. R. MILver, 

Assistant to the Research Di- 

rector, Gardner Advertising 

Co., St. Louis. 

It is possible that, at the con- 
clusion of the series of ten pur- 
chase studies, AA will produce the 
material in reprint form. 


‘Ad-itorial’ Inspired 
by AA ‘Wild Tie’ Letters 

To the Editor: Visiting with 
Hal Davis, who was in Buffalo 
yesterday, he happened to notice 
Kleinhans ad-itorial: “Give me a 
Wild Tie”...inspired by the re- 
cent exchange of letters in ADVER- 
TISING AGE, He suggested I send 
you a tear sheet, which I am doing 
herewith. ..along with a few other 
recent ones in this series. 

We have been running these in- 
stitutional ads on a once-or twice- 
a-week basis for about two and a 
half years. They are somewhat 
similar to the Wallach ads and 
have created lots of comment about 
our store. As a matter of fact, 


| whenever I am introduced to a 
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group of people, someone always 
seems to ask, “Do you have any- 
thing to do with those small Klein- 
hans ads ‘without pictures’? Often 
such a person will favorably recall 
the topic of a Kleinhans ad-itorial 
that was published perhaps six 


Kleinhans rr a 


Give me a WILD TIE! 


} One of the most famous and popular literary compo- 
} sitions on the subject of men’s wear is the poem, “Give 
' Me a Wiid Tie, Brother’ It's an American classic, 
like “The Shoo¥ing of Dan McGrew” or “Casey at the 
Bat”. But however much people may like the verses. 
sot one man out of a thousand can name the author 
Recently. a lively exchange of letters occurred in the 
dvertising Ay ¢ Magazine on the 
Th | 


“ 


es led 


WiC a ant So wear opt 
But | want my neckties 


Give me a wild tie. brother, 
One 


ad Wap. 


©, ssme will say that © geat's cfuvet 
Should eal; 

Bort want fo ha wil mabe mew ery 
nd render their vision blurred! 


1 yearn. i tone Ge 0 Ge ep amnp 
orl ake ey yg pd 

1 such there be. juwt shew 
Whatever the price Til bey it 


Give me a wild tie, brother, 
One with es 


ao bey ied OTe ee 


Down where the vest begins’ 


Although tastes in ties have changed considerably * 
since 1923, when the above was written, it's still true 
« that a good looking tie evokes more pleasure in the 
t—and brings more compliments from a 
man's friends—than does practically any other piece of 
wearing apparel. This week. which is the final week tof 
leinhans Semi-Annual Clearance Sale, ye 
deluxe pure silk four-in-hand ties that will you 
with joy. They're a for only $1.15, and all silk 
bow ties, are going a 85c on the street floor. 


8? reemudninateeaemiaimemenie atte: 


months before. Who ever remem- 
bers a regular retail ad of even 
three weeks’ vintage? 

I wish to take this opportunity 
to compliment you on the never 
failing interest that seems to per- 
vade each and every issue of ApD- 
VERTISING AGE, which I regularly 
relish. Especially do I enjoy the 
articles by James D. Woolf and 
the scintillating “Creative Man’s 
Corner”! 


R. J. Duroure, 
Advertising Manager, The 
Kleinhans Co., Buffalo. 


Takes Issue with CM 
On an ‘Appealing’ Ad 

To the Editor: How corny can 
The Creative Man (?) get? 

His outburst in AA of Sept. 15 
certainly sets a new low. 

I have seven grandchildren of 
my own and I would install a Len- 
nox Aire-Flo heater for any of 
them before I would for myself or 
any of “that portion of the popu- 
lation—aging rapidly and growing 
in number” that he asserts so 
blatantly needs comfort more than 
the youngster in this very appeal- 
ing ad. 

The gentleman is really corny. 

F. R. McWILLIAMs, 

Manager, Drug Store Division, 

Grand Rapids Store Equip- 

ment Co., Grand Rapids, Mich. 


Women Voters’ Booklet Gives 
Congressmen's Voting Record 

To the Editor: We have been 
very much interested in the nu- 
merous articles you have been 
running in ADVERTISING AGE on ef- 
forts being made to get out the 
vote this November. We were 
particularly interested in the arti- 
cle by Robert Newcomb and Marg 
Sammons on what the industrial 
editors were planning to do and 
the emphasis they were placing on 
understanding the issues. 

We quite agree that the citizen 
should “be encouraged to study 
the issues, ask the candidates and 
vote according to their findings.” 
With this in mind, we have issued 
a new publication, “On the Rec- 
ord,” a look at key roll call votes 
selected in four general areas: 
United Nations and Defense Pacts; 
Foreign Aid; International Trade; 
Domestic Economic Stability. “On 
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the Record” offers no comment on 
what constitutes a “good” or “bad” 
vote. It is simply the raw material 
from which the voter can draw his 
own conclusions. 

We thought you might be in- 
terested in seeing the publication, 
so we have sent you one of the 
first copies to reach this office. 
After glancing it over, you may 
have some ideas on how we can 
increase its usefulness. We would 
appreciate your comments. 

Mary ANN GuyYOL, 

Public Relations, League of 

Women Voters of the ‘United 

States, Washington, D. C. 


>» ¢€¢ @ 
Old Idea File Turns Up 


a Chesterfield Glove 


To the Editor: Your photo, “Cig- 


aret Glove” on Page 41 of your 
Sept. 1 issue, took me back ten 
years. 


Since 1940, I've kept an “Idea 
File.” Around 1941 or 1942, Ches- 
terfield cigarets published their 
idea for “The Chesterfield glove” 
in one of their magazine ads 
which appeared nationally. Seemed 


CIGARET GLOVES—At top is the Philip 

Morris & Co. glove reproduced in the Sept. 

1 issue of AA. Below is a glove designed 

about ten years ago by Merry Hull for 
Chesterfield. 


like a bright idea, so I pasted it 
on a 3x5 card and filed it away for 
future reference. 

Enclosed is that dog-eared idea 
card which I prepared around 1941. 

Looks like that time “for future 
reference” is at hand. 

I’m not certain whether to use 
the quote about “If the glove fits, 
wear it,” or something about “the 
dead hand of the past.” 

K. Lyman (“Bub”) AMEs, 
Manager, Promotion & Maga- 
zine Services, The Rotarian, 
Chicago. 

a . © 


Says 15% Commission to 
All Most Economical Way 

To the Editor: Your report on a 
meeting of the Affiliated Advertis- 
ing Agencies Network (AA, Sept. 
22) at which I spoke quotes me as 
saying “in some cases he thought a 
large agency should receive even 
less than 15% commission.” 

This quote it taken out of con- 
text and does not represent at all 
what I said. I referred to the fact 
that at a meeting a number of 
years ago between publishers and 
advertisers at which time the 
agency’ commission system was 
under discussion, it was suggested 
that agency commissions should be 
paid on a graded scale on the 
theory that agents were overpaid 
on large appropriations. I made 
the point that no such system pos- 
sibly could be worked out and that 
if 15° represented too much com- 


pensation to some agencies, the 
publishers were willing to pay it on 
the basis that a flat 15% to all was 
still the most economical method 
they had vet found for the conduct 
of their business. 

I wish you would please make 
this cerrection because I certainly 
do not want to be put in the posi- 
tion of advocating any change, 
even indirectly, in what has proven 
a sound publishers-agency rela- 
tionship. 

FRANK BRAUCHER, 

President, Periodical Publish- 

ers Assn., New York. 


e ee ,¢e 


Shopping Column Carries 
Sperry-Tea Garden Ads 

To the Editor: We read with 
great interest your Sept. 8 issue 
in which you carried a story on 
Page 43 concerning the Sperry di- 
vision promotion with Tea Gar- 
den syrup. 

We note that, in referring to the 
media used by Tea Garden, you 
merely refer to ads in 43 newspa- 


pers in northern California areas, 
whereas the medium selected by 
Tea Garden for this campaign was 
Bonnie Hubbard's Kitchen Cup- 
board and should have carried the 
“Bonnie Hubbard” name as per 
the attached brochure. 

ROBERT B. JOHNSON, 
Advertising Manager, Bonnie 
Hubbard’s Kitchen Cupboard, 
San Francisco. 

* . . 

The Marines Have Arrived 

To the Editor: After all that 
ruckus about that “Genuine Leath- 
er” ad (AA, Sept. 1) I think the! 
U. S. Marines should get in their 
say. 

It was bad enough for H. S. 
Truman to call them the “Navy’s 
Police Force’—but watch out, 
when your Creative Man comes 
along with the implication that 
“Leathernecks” might possibly be 
better made from plastics or other 
imitation materials! 

JANE WYMAN,* 
Woodstock, III. 


*Yes, I was a “Lady Marine.” 


Meaning Clear, Student Says 
To the Editor: A car card on the 
Chicago subway reads Now Free- 
dom Needs You. The word now, in 
red letters, means that it is an ad- 
vertisement, but what action the 
reader is expected to take is beyond 
my meager comprehension. The 
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meaning of the ad is quite clear. 
It means that there are marvelous 
opportunities in advertising for 
young students like myself who 
know the value of money, and 
know better than to waste it. 
KENTON E. SMITH, 
Chicago. 


We are gratified indeed to 
have had response from ad- 
vertising men here in the 
Midwest asking more about 
Wagners. We have added 
your good names to our 
mailing list to receive 
“Printing Pointers” also. 
An added lift has been the 
letters of inquiry received 
from distant points such as 
California. Now the two 
fellows pictured are flip- 
ping coins to see who'll 
make our West Coast con- 
tacts. 


and Wagners’ pric 


uest. 
owa. 


sent to you regularly on r 
Lithographers. Davenport, 


Admen from Davenport to Kewanee to Chicago 


Fred Cumblad 


But whether the pe is from near or far, the same meticulous care 


e-in-printing will go into it. 

If you are ready to learn how Wa 

good printing, drop us a card or 
WAGNERS. Printers, Typographers, 


Ted Nelson 


ers please creative admen with 
one. “Printing Pointers” will be 


Striking in appearance, custom-built editorial serv- 
ice, attractively illustrated cover free of advertising. 
Appliance Manufacturer will be printed on 60 Ib. 
sterling enamel, staff-written with well-illustrated 
articles and departments. A BIG, “‘Life’’ size maga- 
zine—a powerful medium for advertisers to the 
appliance manufacturing industry! 


BROAD IN SCOPE - 


A HIGH VOLUME MARKET FOR RAW MATERIALS, COMPONENT 
PARTS, AND CUSTOM SUPPLIERS OF ALL KINDS. 
Check the appliances which use your product—see for your- 
self what a huge market you can now contact regularly through 


RAW MATERIALS 


SHEET METAL FABRICATING, 


MATERIALS HANDLING OR 


OTHER PLANT EQUIPMENT 


COMPONENTS OR 


CUSTOM-BUILT PARTS 


FINISHING MATERIALS, 


SERVICES OR 


EQUIPMENT 


DEEP IN PENETRATION 


Appliance Manufacturer: 


AIR CONDITIONERS, ROOM HOME FREEZERS 
HOTPLATES 
IRONING MACHINES 


BROILERS 
CLOCKS, ELECTRIC 
CLOTHES DRYERS: 
ELECTRIC - GAS 
COFFEE MAKERS 
DEHUMIDIFIERS, 
DISHWASHERS 
ELECTRIC BED COVERINGS 
FANS, ELECTRIC 
FOOD DISPOSAL UNITS 
FRYERS, DEEP FAT 
FURNACES, GAS & OIL 
HEATING PADS 


IRONS 


KITCHEN CABINETS (METAL) 


RANGES & STOVES 
ELECTRIC - GAS - OIL 

REFRIGERATORS: 
ELECTRIC - GAS 


ROASTERS 

SHAVERS, ELECTRIC 

SPACE HEATERS: 
ELECTRIC - GAS - OIL 

TOASTERS, ELECTRIC 


KNIFE SHARPENERS, ELECTRIC VACUUM CLEANERS & FLOOR 
LAWN MOWERS, POWER POLISHERS 

MIXERS & BLENDERS WAFFLE IRONS & SANDWICH 
OIL BURNERS GRILLS 


WASHERS, CLOTHES 
WATER HEATERS: 
ELECTRIC - GAS 
WATER SYSTEMS, DOMESTIC 


ee ae 
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seping forthe ft tine the bighlam | 


A FIVE BILLION-DOLLAR 


MARKET ... now available for the first time 


through one publication! The youngest, fastest mov- 
ing industry in the country has been in need of a 
publication like Appliance Manufacturer for a long 
time. Now this magazine will go to 15,000 men of 
decision in the business of making and selling elec- 
tric-, gas- and oil-appliances for the home. 


REACHES ALL DIVISIONS—DESIGNERS, ENGI- 
NEERS, DEPARTMENTAL USERS, MANAGEMENT 
APPROVERS AND PURCHASING AGENTS. 


CHICAGO 6, Dt ladate nd 


First Issue January, 1953 ; 
Deadline December 1, 1953 


"Write NOW for facts, rates, etc. : 
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GE Names Hedlin 


General Electric Co.'s x-ray de- 


partment in Milwaukee has ap- 
pointed Thomas F. Hedlin man- 
ager of employe services and 
plant community relations. Mr. 


Hedlin succeeds Charles F. Erick- 
sen, who has been named manager 
of en‘ploye relations 


JUST ASK FOR MARIE: 

Call, WAbash 2-8655 and ask for 
‘ on your next multi- 

a 

livery. an sceurate work. 

af 


alw line. THE LETTER SHOP 
Inc., 431 S. Dearborn St. Chicago 5 


Now in our 23rd successful year.) 


Father John’s Names Agency 

Father John’s Medicine Co., 
Lowell, Mass., has appointed Her- 
mon W. Stevens Agency, Boston, 
to handle its advertising. John W. 
Queen Co., Boston, formerly han- 
dled the advertising. The company 
will continue heavy use of radio 
and newspapers in its fall and 
winter campaign, now being sched- 
uied 


Account to W. Trent German 

W. Trent German, San Francis- 
co, has been appointed California 
representative of Industrial Re- 
search inc., Miami. Mr. German 
will make his headquarters in San 
Francisco 


Brand Name Doesn't 
Sell Many TV Sets, 
Meck Study Finds 


Cuicaco, Sept. 24—The “brand 
name” has taken a beating in the 
case of television sets, according 
to a study by Meck Television Inc., 
retail chain subsidiary of Scott 
Radio Laboratories Inc. here. 

A survey in Washington revealed 
that 41% of 170 set owners men- 
tioned the recommendations of 
friends and neighbors as the de- 
termining factor in their choice 
of a TV set. Only 38% mentioned 


Sears Selects 
DAVENPORT, IOWA 
QUAD - CITIES’ SHOPPING CENTER 


and LEADING 


- 
: 
4 
f 


ADVERTISERS CHOOSE 
THE DAVENPORT 
NEWSPAPERS 


QUAD -CITY 


FOR NEW 


$3-MILLION STORE 


Use the 
DAVENPORT 


NEWSPAPERS 


LINEAGE LEADERS 


Sears Roebuck’s plans to erect a new $3-million store in Davenport prove once 
again that Davenport is the Quad-Cities’ outstanding shopping center. The 
DAVENPORT NEWSPAPERS give complete coverage of the rich $451,526,000 
Quad-City market — Davenport, Iowa; Rock Island, Moline and East Moline, 


Illinois — and are unquestioned lineage leaders in this area. Only these 


newspapers provide home-delivered circulation throughout the Quad-Cities. 


MORNING 


DEMOCRAT 


DEMO 


3 


CRAT & TIMES 


Evening 


DAILY TIMES 


Sewing the Zuad-Cities of 
DAVENPORT, IOWA; ROCK ISLAND, MOLINE, and EAST MOLINE, ILLINOIS 
HEADQUARTERS: DAVENPORT, IOWA ; 


Represented Nationally by JANN & KELLEY, INC. 
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JULY NEWSPAPER LINAGE—Linage reports from Medio Records for July show news- 
papers gained 8.4% in general (national) advertising, compared with July, 1951, 
but the automotive linage wos down 25%. For the first seven months of 1952 only 


financial and classified 


show much of a gain. 


brand name and 21% said they 
had been influenced by the rec- 
ommendation of the dealer. 

“Earlier findings in the survey 
indicated that people who don't 
own TV sets spend a great deal of 
time watching at friends’ homes,” 
said John S. Meck, president of 
Scott. “This means that millions of 
people are exposed many times to 
various sets in operation. They 
hear the comments of the owners 
before they make their own choice. 

“This explains why brand names 
do not dominate the television 
field as they do other markets. In- 
| stead, emphasis is on performance 
and value in the minds of a large 
segment of the public.” 


| Carpet Companies to Compete; | 
Act to End Long Agreement 
Two carpet companies—Alex- 
|ander Smith Inc. of Yonkers and 
|C. H. Masland & Sons, Carlisle, 
Pa.—have agreed to terminate a 
|1938 agreement which saw them 
dovetailing selling operations, with | 
Smith acting as Masland’s sole 
selling agent (AA, Sept. 15). | 
| Because the companies have ex- | 
panded their lines to the point} 
where they are directly competi- | 
| tive with each other, the contract | 
| will not be renewed when it ex-| 
| pires late in 1953. 


| WRAT Appoints Holmes S. M. 


Roy H. Holmes, formerly sales 


manager of WINS, New York, has | 
been named national sales man-| Instructors will 


|ager of WPAT, Paterson, N. J. 


McGraw-Hill Toying 
with Idea for New 


Industrial Service 


New York, Sept. 25—McGraw- 
Hill Publishing Co. is exploring the 
possibility of a special service for 
supervisors and foremen of in- 
dustrial companies. It is currently 
conducting a field test of the sale- 
ability of such a service to the 
industrial fields. 

A spokesman for the company 
said: “We do not contemplate that 
it will take the form of a magazine 
or that any advertising will be 
sold in the format that is pro- 
jected.” 

There have been a number of 
rumors recently that McGraw-Hil! 
was negotiating the purchase of 
Supervision. This was denied by 
both McGraw-Hill and Supervi- 
sion Publishing Co. 

Both McGraw-Hill and Super- 
vision admitted that they have 
heard rumors to this effect, but 
AA was told by both companies 
that there was nothing to the ru- 
mors. 


Offers Courses in Selling 

New York University’s School 
of Retailing offers new evening 
courses in mail order selling, work 
simplification and radio-television 
advertising, beginning Sept. 22. 
be drawn from 
authorities in each field. 


NASHVILLE 
MARKET” 


*Cover the 53 counties 

in middie Tennessee and 
southern Kentucky with 
WSIX clone! 


ALA 


RADIO REACHES PEOPLE... 


f 
N 


Bs 


Celebraiing a Quarter-Century of Service! 
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BLEICHER, DE SOTO 
PRESIDENT, DIES 

Detroit, Sept. 24—Clarence E. 
Bleicher, who rose from an appren- 
tice mechanic to president and 
general manager of the De Soto 
division of Chrysler Corp., died 
here last night at 62. He never re- 
covered from a heart attack suf-| 
fered Sept. 5. 

Mr. Bleicher, a native of Dayton, | 
O., worked in the automobile in- 
dustry most of his life. Before join- 
ing Chrysler Corp. in 1924, he was 
with the Stoddard-Dayton auto 
plant and the Caroll Engineering 
Co., one of the first tool jobbers | 
for the auto industry. 

During the '30s Mr. Bleicher was 
master mechanic for all of Chrys- 
ler’s production facilities. He was 
made a v.p. and general manager 
of De Soto in 1937 and became 
president in 1944. 


EDWIN S. WILSEY 

New York, Sept. 23—Edwin S. 
Wilsey, 72, chairman of the board 
of Newton Falls Paper Co., and a 
director of McGraw-Hill Publish- 
ing Co., died Friday of a heart at- | 
tack while attending his Prince- | 
ton class reunion at Ligonier, Pa. | 

Born in Bloomville, O., Mr. Wil- | 
sey was graduated from Prince- | 
ton in 1904. From 1911 to 1924 he 
was v.p. of New York Boat Oar | 
Co. In the latter year, he became 
a v.p. of Newton Falls Paper Co., 
Newton Falls, N. Y., which is 
owned jointly by McGraw-Hill | 
Publishing Co. and Chilton Co. In 
1925 Mr. Wilsey was elected presi- 
dent of the paper company and be- 
came a director of McGraw-Hill 
the same year. 


WALTER L. RUBENS 

Curcaco, Sept. 24—Walter Louis 
Rubens, 49, board chairman of 
Philmore Co., died suddenly of a 
heart attack Sept. 22 in Los An-' 
geles. 

Born in Chicago, Mr. Rubens 
attended Northwestern University 
and started his advertising career 
selling classified advertising for 
the Chicago Herald-American. He 
then joined Columbia Broadcasting 
Co. and WBBM in a sales capacity 
and later worked for Neisser-Mey- 
erhoff (now Arthur Meyerhoff & 
Co.) before going into partnership 
in an agency known as Vanderbie 
& Rubens in 1936. | 

Several years later, the agency 
became Walter L. Rubens & Co. 
The name was changed approxi- 
mately a year ago to Philmore Co. | 
Mr. Rubens joined the Army in} 
1942 as a private and was dis-| 
charged with the rank of captain 
in 1945. He is survived by his 
wife and two sons, Charles and 
Walter L. Jr., who is assistant pro- | 
gram director of Station WIND,) 
Chicago. 


JOHN J. QUINN 

New York, Sept. 23—John J. 
Quinn, 53, sales manager of Wide 
World Photos, a subsidiary of As- 
sociated Press, died last night in 
Roosevelt Hospital. He had suf- 
fered an attack of apoplexy a few 
hours earlier. He joined the Times- 
Wide World staff in 1941, going to 
AP later in the year when it took 
over the former organization. 


LAWRENCE C. WILLIAMS 

TALLADEGA, ALA., Sept. 24—Law- 
rence Creighton Williams, 69, co- 
founder of the Talladega Daily 
Home, the first daily newspaper in 
this city, died Sept. 20. 


LOUIS S. SCHMIDT 

Cuicaco, Sept. 24—Louis 5S. 
(Bud) Schmidt, 36, assistant sec- 
retary and executive in charge of 
bulk sales for James B. Beam Dis- 
tilling Co., died Sept. 17 of a heart 
attack. 

Born in Chicago, Mr. Schmidt 
jeined Philip Blum & Co. in 1935 
and continued with James B. Beam 


Distilling Co. when these two firms 
were merged under the Beam 
name. 


JOHN J. KING 

Boston, Sept. 24—John J. King, 
75, a pioneer in New England 
transportation advertising, died 
Sept. 21 at his home in Woliaston, 


| Mass. 


For approximately 40 years be- 


fore his retirement in 1948, Mr.) 


King served as manager for the 
franchise holder of Boston trans- 
portation advertising. Until 1940, 
when National Transitads was 
awarded the franch‘se, Mr. King 
served as manager: for Eastern 
Advertising Co. and continued to 
direct operations for eight years 
after National Transitads took 
over. 


CHARLES L. PUCKETT 
Cuicaco, Sept. 23—Charles L. 
Puckett, 62, owner of Charles L. 
Puckett Inc., display advertising 
concern, died Sept. 20 in a subur- 
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ban hospital. 25,000 TV Sets to Denver 
Before starting his own business Nearly 25,000 TV sets were 
six years ago, Mr. Puckett was as- shipped into Denver during the 
sociated with Inland Lithograph months of July and August, ac- 
Co. here and Wolf Printing Co., St. cording to the Radio-Television 
Louis, in a sales capacity. Manufacturers Assn. Denver's 


first TV station went into oper- 
RUBY D. SANCHE paousitiennte dhs 
Wausau, Wis., Sept. 23—Ruby D. 


Sanche, 68, former advertising “T°? is for Teacher 


WBIG Appoints Wannamaker 


Allen Wannamaker, general 
manager of WGTM, Wilson, N. C., 
has been appointed general man- 
ager of WBIG, Greensboro, N. C. 
The appointment is effective Oct. 
1. He succeeds Gilbert Hutchison, 
who has resigned. 


America's teachers can't all visit your 
plant, but you can tell them about your 
company, your industry, your ideas 
about free enterprise in State Teachers 
Magazines, reaching more than 866 
Through them your story reaches 
26,000,000 pupils—millions of parents, 
too. Only with State Teachers Maga- 
zines can you do an adequate yob. 

You can get the complete stery by 
writing for free booklet—"26 million 
kids ‘ tonget for today!"" Address 
Georgia C. wson, Executive Vice 
President, State Teachers Magazines, 
307 N. Michigan Ave., Chicago 1, Illinois. 


State 
TEACHERS 


Magazines 


manager of the Free Press, Man- 
kato, Minn., died Sept. 19. | 
Mr. Sanche was ad manager of | 
the Free Press for 10 years prior | 
to his retirement last year. | 
Promotes Lampertine to A.M. 
P. W. Lampertine, advertising| 7 
manager of or — Store, 
Evansville, Ind., has n pro- 
moted to publicity director. Wanda And she’s hungry fora 
Boyd, formerly advertising man- ¢lose-up look at your 
ager of Wolf Wile Co., Lexington, busi 
Ky., succeeds Mr. Lampertine. usiness 
School teachers want to know more 
Mayco Advertising Moves S> tae ineonsing pepueiy ot BIE 
Mayco Advertising, Cincinnati, Days. Schools close and teachers visit 


. ; offices and plants on locally-organized 
has moved to larger quarters in the Business-In lustry-Education Days. 
St. Paul Bldg. 


The new, 


process, exclusive with 
Ketterlinus, that 
results in better 
transparencies 

at lower cost. 


Now it can be sold! —a startling 
method that produces brilliant 
full-color effects comparable to 
those of illuminated 
color-photograph transparencies. 
Kettecolor is far superior to Vinylite 
printing and much more 
economical. Use it for permanent 
displays in super markets and 
wherever a shadow box can be 
installed, as well as to give bright 
attractiveness to window displays 
and counter cards. 


A GOOD TI/ 


IMP 


me 


revolutionary 


gh tele Ms 


In this Hiram Walker display, 
the hunting scene is in Kettecolor and 
is lighted with a 100-watt bulb, 


Kettecolor is the result of a newly 
invented process that enables us 
to print a sheet (up to 40” x 60’’) 
on both sides to obtain proper 
density and richness of color 
against light. The paper is 
transparentized and laminated with 
acetate. Look into it now— 
we'll be glad to send samples on 
‘request. We’re confident you'll be 
y just as enthusiastic as we are! 


TO REMEMBER - 


For information on Kettecolor and 
on other compelling ideas involving 
light, action, and transformation 
displays; mobiles; dioramas; etc., 
write or phone— 


Ketterlinus 


PHILADELPHIA 
NEW YORK * CHICAGO « BOSTON 
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RANK MAGAZINE 


Saturday Evening Post 
Life 
Business Week 

New Yorker 

Time 

Newsweek 

Vogue & 
Good Housekeeping ! ‘ 
Better Homes & Gardens s 
Collier's 

Popular Mechanics | 
Look | 
Popular Science 
Ladies’ Home Journal 
House Beautiful 
Harper's Bazaar 


Seventeen 


Rank in 
advertising 
pages— 

Top 30 
magazines— 
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Glamour 

Country Gentleman 
Fortune 

House & Garden 


Successful Farming 
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igs Farm Journal 
e 24 Mademoiselle 
; : 25 U.S.NEWS & WORLD REPORT 
‘ 26 Cue . 

4 | 27 Progressive Farmer 

28 Woman's Home Companion 

29 Modern Industry 
30 Sunset Magazine 


SOURCE: PUBLISHERS INFORMATION BUREAU 
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RANK MAGAZINE RANK MAGAZINE 
1 Business Week : 1 Business Week 
/ 2 Saturday Evening Post 2 Saturday Evening Post 
3 Life | 3 Life 
= 4 Time 4 New Yorker 
| 5 New Yorker 5 Time 
6 Newsweek | 6 Newsweek 3 aS i 
7 Vogue 7 U.S.NEWS & WORLD REPORT 
8 Better Homes & Gardens 8 "Popular Mectianics aan 
¥ Good Housekeeping 9 Better Homes & Gardens ) 
10 Collier's 10 -Vegue 
11 U.S.NEWS & WORLD REPORT 11 Popular Science Monthly 
12 Look 12 Collier's 
13 Popular Mechanics 13 Fortune 
14 Fortune 14 Good Housekeeping 
15 House Beautiful 15 Look 
| 16 Ladies’ Home Journal 16 House Beautiful 
| 17 Harper's Bazaar 17 Modern Industry 
18 Mademoiselle 18 Successful Farming 
| 19 Glamour 19 Farm Journal 
iL 20 House & Garden 20 Sunset Magazine 
| 21 Seventeen 21 Progressive Farmer 
| 22 Country Gentleman 22. Harper's Bazaar 
| 23 Successful Farming 23. Ladies’ Home Journal 
| 24 Farm Journal 24 Seventeen 
f 25 Modern Industry 25 Country Gentleman 
- 26 Sunset Magazine 26 House & Garden 
27 Cue 3 27 Glamour 
28 Progressive Farmer 28 Mademoiselle 
29° Charm 29 Charm 
Woman's Home Companion 30 Cue 
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84 Insertions for 
Silvercup Running 


in Chicago Dailies 


Detroit, Sept. 24—Gordon Bak- 
ing Co. is running a saturation 
newspaper campaign in Chicago 
for its Silvercup bread. 

The drive began Aug. 27 and 
will continue for 12 months. Dur- 
ing this year period Silvercup ads 
will appear with almost the same 
regularity as bread goes on family 
shopping lists. 

A total of 84 insertions has been 
set for three of Chicago's four dai- 
lies—Daily News, Herald-Ameri- 

| can and Tribune. 


® Four full-color ads will be used 
| 12 times during the year in the 
| Tribune. Appetite appeal of sand- 
| wich foods will be stressed in this 
series. The first one broke before 
the Labor Day weekend and five 
| pages wil! appear just before other 


| major holidays. The remaining six 
|} insertions are evenly spaced over 
j}the year and will appear in the 
| food section of Friday morning is- 
sues of the Tribune 
|} During weeks when color ads are 
| not scheduled, eight different b&w 
ads are scheduled for 20 insertions 
}in the same special shopper's sec- 
tion each Friday. 
| The Herald-American and Daily 
| News will carry 1,000-line b&w ads 
}on alternate weeks. Cartoon figures 
will be featured in the evening pa- 
per series. 


|= Main copy point of the year-long 
campaign is the use of more than 
a half-pint of whole milk in mak- 
ing every large loaf of Silvercup. 


for name and wrapper identifica- 
tion. This is deemed particularly 
important in the Chicago area 
since home delivery is not as wide- 
spread there as it is in other parts 
of the country. 

Supplementing this newspaper 
campaign, which is being planned 
and placed by N. W. Ayer & Son, 
are one-minute live television spots 
three times a week. Silvercup also 
sponsors “The Cisco Kid” on alter- 
nate weeks over WSPD-TV, Tole- 
do. Radio spots and station breaks 
will continue on one station in 
South Bend, Ind. 

The N. W. Ayer office here said 
Gordon has no plans right now for 
a similar campaign in other cities. 


Traffic Magazines Join NBP 
Traffic World, Washington, and 
Transportation Supply News, Chi- 
cago, both Traffic Service Corp. 
publications, have joined National 
Business Publications Inc. Traffic 
World is an ABC magazine and 
Transportation Supply News CCA. 
The addition of these publications 
gives NBP 138 business magazines. 


Win a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can't sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 


armer 


‘Cavalcade’ Now on TV 

E. I. du Pont de Nemours & Co.'s 
“Cavalcade of America,” now in its 
18th year on radio, will start on 
television on an alternating Wed- 
nesdays basis on Oct. 1, 8:30 p.m., 
EST, over NBC-TV in a half-hour 
format. Batten, Barton, Durstine 
& Osborn, New York, is the agency. 


Display of the product is prominent | 


oe 


a eae oe cee 


BUILDING 
PRODUCTS 


Wren your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 


_Buy 


ppers 
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‘Christian Herald’ Renews Attack 
on Cigarets and Their Advertising 


(Continued from Page 3) 
until recently to feed 160,000 doc- 
tors with the false claims of a 
cigaret ‘proved definitely and 
measurably less irritating to the 
throat.’ ” 


® He reports that—as of last Feb- 
ruary—-the AMA had decided to 
put into effect a ruling of its trus- 
tees two years before, to “eliminate 
health claims in cigarets. The 
rule was being held in abeyance 
because it was felt that ‘forced 
radical change in the advertising’ 
nught influence certain pending 
action before the Federal Trade 
Commission. That was the ex- 
planation!” 

Mr. Norr had a few specific solu- 
tions: 

1. Alert the public to the danger. 

2. Stop the fake testimonials— 
“legislation that would declare any 
health testimonial bought and paid 
for as patently insincere and 
therefore fraudulent advertising, 
would put the testimonial mills op- 
erating openly in Hollywood and 
New York out of business.” 

3. Rip off the mask from cigaret 
claims—“more than 100 adulter- 
ants have been used during the 
years in the process of tobacco 
manufacture. . .Legislation requir- 
ing that the chemicals added be 
clearly stated on every package 
of cigarets is long over-due.” 


@ 4. Break the stranglehold of the 
tobacco huckster on the people's 
air. Mr. Norr charges that tobacco 
“half-truths, misleading assertions, 
insincere comparatives and fraud- 
ulent claims are cheerfully tol- 
erated in television. The public 
responsibility which the networks 
have surrendered to the tobacco 
sponsor is no better stated than 
in their industry code and their 
own company regulations.” 

(He quotes several portions of 
the TV code, dealing with the re- 
sponsibility of the broadcaster to 
refuse facilities to advertisers 
where he doubts the truth of the 
representation; testimonials which 
must reflect the authenticated ex- 
perience of competent living wit- 
nesses; and the fact that dramatized 
commercials involving doctors, 
dentists and nurses must be read 
by members of these professions, 


reciting actual experiences.) 


= Here's the background: 

Christian Herald is on familiar 
ground in its attack on the cigaret 
business. In 1949, it was beating 
away at Philip Morris & Co. and 
its Horace Heidt radio show, criti- 
cizing the program’s’ content, 
charging that its mixture cf ama- 
teurs and minor-league profes- 
sionals was unfair, and accusing 
the company of designing a pro- 
gram which appeared to be aimed 
at recruiting youth into the cigaret 
habit. 

In 1948, Christian Herald was 
slugging Liggett & Myers for its 
football program merchandising in 
high schools, with the article en- 
titled “They're After Your Teen- 
Agers Now!” 

And the blast at Philip Morris 
noted that “the Lucky Strike cam- 
paign to make Frank Sinatra the 
idol of bobby-soxers seemed as 
carefully calculated” to produce a 
rise in cigaret-smoking among 
teen-agers. 


@ The writer is Roy Norr, who 
for the past 33 years has oper- 
ated a public relations agency in 
New York. His partner, Allan P. 
Ames, retired about 18 months 
ago, and Mr. Norr is now sole 
owner. 

This is not Mr. Norr’s first 
brush with the cigaret industry. 
In 1928 and 1929, when George 
Washington Hill stood the con- 
fectionery business on its sugar- 
coated ear with the “Reach for a 
Lucky instead of a sweet” cam- 
paign, Roy Norr handled the back- 
fire. His client, National Food 
Products Protective Committee, 
countered so successfully that the 
Luckies campaign was eventually 
halted, although it is still remem- 
bered as the nadir of the candy 
business. 


@ During the years, his firm has 
been policy and public relations 
adviser for the Motion Picture 
Assn. and to National Broadcast- 
ing Co. and Radio Corp. of Amer- 
ica. He had these clients for more 
than 20 years. In general, Ames 
& Norr was a company which 
specialized in campaigns and strat- 
egy, and was never a mammoth 


Are there some 
missing 


LYNX 


in your chain of 
Sales Development? 


HAYWOOD PUBLISHING CO., 22 


PACKAGING PARADE 


THE NEWS MAGAZINE OF PACKAGING 
More display space per $ on Super-Size page... 

More attentive readership with news-and-picture 

features, thru-the-book format . .. Stronger selling , 

impact on MORE important buyers of Packages | 

and Packaging Machines—Supplies— Services... 

15000 (CCA) ALL-BUYER circulation. 


NEW YORK 17—101 PARK AVE. * WEST COAST--McDONALD-THOMPSON 


... here’s the No. 1 way 
to reach and influence a 
$7,500,000,000 market... 


E. HURON ST., CHICAGO TI, ILL. 


organization—it never had more 
than nine employes, Mr. Norr says. 

His present drive on cigaret 
manufacturers started early this 
year, contained in a sort of news- 
letter published by Ames & Norr, 
called “Paragraphs.” In February, 
and again in April, he took off on 
cigaret advertisers and went into 
the medical literature surround- 
ing the cancer and smoking prob- 
lem. Much of the material con- 
tained in the two newsletters 
found its way into the Christian 
Herald barrage. ' 


s One of the jibes which didn't: 
“There is a sort of Gresham's law 
that honest advertising tends to} 
be forced out by dishonest adver-| 
tising, with its fake testimonials, | 
subsidied ‘research’ and false ‘sur-| 
veys’ conducted by the gift of| 
oodles of cigarets to medical men.” 

It is now a crusade with Mr. 
Norr (who was U. S. general man- 
ager for Reuters and an AP man 
before that, before he moved into 
public relations). 

He told AA that the Christian 
Herald article is the first of a 
series of 12 which are on the way 
in various publications. He said 
flatly that “nobody's behind me— 
I've spent $9,000 of my own and 
my wife’s money and I'll spend as 
much more as is necessary.” 

He does see the possibility of 
the creation of an organization to 
prevent cancer. 


@ Mr. Norr says he’s been in 
touch with leaders in the cigaret 
field, some of whom hope he'll be 
successful in getting fair standards | 
of advertising set up. In this con- | 
nection, he recalls his experience | 
with Will Hays in organizing the} 
motion picture field, instituting a| 
code and enforcing it. 
He has one more weapon plan-| 
ned. He plans to run a full-page} 
ad in the New York Times, an 
open letter to tobacco company 
presidents, citing the medical ev- 
idence and opinions he has un- 
covered. Mr. Norr did it before— 
in 1929—in the height of the} 
candy vs. cigaret battle, with an 
open letter addressed to the ad- 
visory board of NBC and headed 
“Shall the air be given over to 
destructive propaganda?” He 
wanted in those days to have 
tobacco moved over to the Pure 
Food & Drug Administration, and 
succeeded in having a bill intro- 
duced transferring it to FDA. 


St. Paul Ridder Publication 
Makes Two Executive Changes 
Daniel H. Ridder, business man- | 
ager and v.p. of Northwest Pub-| 
lications Inc., a Ridder interest, | 
has been named publisher of the 
St. Paul Dispatch and Pioneer 
Press, and v.p. and treasurer of 


Daniel H. Ridder Harold Shugard 


Northwest Publications. 

Harold Shugard, associate pub- 
lisher, adds the duties of v.p. and 
secretary of Northwest Publica- 
tions. The changes were made 
after Herman H. Ridder, the 
former publisher, left to become 
publisher of the Long Beach 
Press-Telegram and Independent, 
which the Ridder interests pur- 
chased in August (AA, Aug. 18). 


Two Oregon Weeklies Fold 

Southern Oregon News Review, 
published at Ashland, Ore., and 
established in 1932, has suspended 
publication. Also suspended is the 
Sandy Journal, published at Esta- 
cada, Ore., by L. D. Meade, who, 
in addition, publishes the Clacka- 
mas County News. 


REC.T.M. 


LIKE 


TEXACO 


Wien a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, but those 
with fields to work ... stock to raise... buildings 
to maintain. Capper’s Farmer circulates 90% right 
on the farm! 


_Buy 


Cappers 
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WANTED 
CREATIVE INDUSTRIAL 
COPY WRITER 


CREATIVE 


DISPLAY 
ARTIST 


We need topnotch litho. dis- 
play artist. Must be experi- 
enced and know creative 
design combined with third 
dimension cardboard con- 
struction. Good setup for 
right man. Zipprodt, Inc., 6 
N. Michigan Ave., Chicago. 
Phone FRanklin 2-9440. 


| 
Large, long-established, rapidly grow- 
ing Chicago agency wants man 28- | 
35. who has passed beyond the “nuts | 
and bolts” stage of industrial copy. 
His first love must be writing, and he | 
must be able to demonstrate genuine | 
creative ability in both magazine and 
direct mail advertising. Must be able 
to work with clients in developing and 
presenting sound, practical copy ideas | 
At least two years agency experience 
essential. Our people know of this ad- 
vertisement. Send details of experience 
and salary requirements. 


Box 262, Advertising Age 
200 E. Illinois St., Chicago 11, IIL 


Information for Advertisers 


Service for TV Film 


No. 4457. Comprehensive Study of | No. 4460. New 

Beauty Market Makers. 

Cosmopolitan presents its “Sur- Standard Rate & Data Service 
vey of Beauty, 1952”—a report offers a folder, “Important News 
covering 107 cosmetic and toiletry About a New Monthly Service,” in 


items, plus comparative data from 
revious surveys to indicate trends. 


which it gives details of the new 
“Films for Television” section soon 


Advertising Age, September 29, 1952 


$1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


Rates: 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


aie mn 


HELP WANTED HELP WANTED 
OPPORTUNITY FOR You "NG ARTIST 

- who will locate in Midwest with big, 
growing firm Rw not needed, 
but a good eye for design and ability to 
| make pasteups are essential. Tell us what 


ADVERTISING 
PRODUCTION SUPERVISOR 


New position in TV 


manufacturer's ad- | 


ends tee what your salary re- vertising department. Looking for man 
a , ne 7. with qualified experience handling pro- 
ona py agg precend =, duction details of advertising-promotion | 
rs rt : projects Must know art, engraving, 
P.O.P DISPLAY SALESMEN printing processes; contact, follow-up 
Permanent Displays in Wood Chicago suppliers. Write full details of 
A leading manufacturer of point of pur- experience and income 
chase displays and self-service units has BOX. 5311, ADVERTISING AGE 
openings for top-notch representatives 200 E. Illinois St., Chicago 11, Ill. 
in New York, Boston, and Chicago. Must 


be creative, experienced and have good 
contacts. Liberal commission basis. Write = = ———= 
BOX 5308 ADVERTISING AGE POSITIONS WANTED 
801 Second Ave., New York 17, N. Y EXPERIENCED FILM PRODUCER 
ADV. SALES PROM. COPY Able to produce film commercials and 
Industrial Adv. Mgr. desires greater po-| Keep costs down. 7 years experience in 


creation, writing, and producing films. 


12 yrs pe Aig nnn ole page ees Chicago area. Minimum to start $9,000. 
-consumer, direct mail, dealer, newspa- | BOX 5309. ADVERTISING AGE 
per, industrial. Strong on copy, idea, plans | 200 E. Illinois St., Chicago 11, Ill. 
and have good communications & elec-| PRODUCTION MANAGER - Printing 
tronics background. Sales minded and/ Publishing, Advertising: Age 40, with 20 
experienced at shirt sieve level. 35 yrs.| years’ experience covering all phases 
old, married, salary $7500 plus and really | graphic arts; can help your profit picture 
worth it. Ready, willing and able to work| by organizing and directing for lower 
now. Write mechanical and production costs 

BOX 5310, ADVERTISING AGE BOX 5314, ADVERTISING AGE 


801 Second Ave., New York 17, N. Y. 
PROMOTION-PUBLICITY EXEC. 


Chicago 11, Ill 
CANADIAN 


200 E. Illinois St., 
AGGRESSIVE YOUNG 


MOVING TO U. 8. 5 yrs. driving exp. at organizational level 
Twenty years’ all ‘round experience in| in account sales, direct mail and editing; 
Graphic Arts (‘client contact, copy mark-| radio, newspaper, house organ and nat’) 
up, etc.). Desires responsible position | public ations; under 35. Heavy in trave! 
where proven ability will be rewarded.| & sporting goods field. Available Nov. 1 
Age 39. Available about Nov. 15 BOX 5292, ADVERTISING AGF, 


: . > stic : BOX 5313, ADVERTISING AGE 200 E. Ilincis St., Chicago 11, Ill 
r example, indelible lipstick, to be published. This will carry| 901 Second Ave. New York 17, N. Y | WILL TRADE 
id perfume and cologne, and free listings of films specially pro- | ADVERTISING & PUBLISHING | Seven years all round agency experience 
uid cream shampoo are all On qdyced for TV; feature films for | FOR ALL TYPES OF POSITIONS | in copy, client contact media, market re- 
< - > - fr. ams GEORGE WILLIAM ACEMENTS | search and coop advertising for fair salary 
the upswing, as is spray-on ae TV; producers and distributors of 209 S State St 7-2063 Chicago | pe peste ar to grow with right con 
t. This is an exceedingly detailed ty fijms; and film commercials. | | sumer agency. Age 32, pleasant personality 
y, giving brand preferences in eiielee: em ‘ : | FASHION ADVERTISING DIRECTOR | and appearance, plus talent and ambition 
a B : The service will be supplemented | For Women’s Specialty Stores. Lay-out Resume on request 
al categories with special between-issue bulle-| and Copy Writer Experienced in news-| BOX 5315, ADVERTISING AGE, 
- tins paper _— Direct Mail. Must have Pro-| 200 E. Illinois St . i 
= < motional Ideas and know how 
4458. The $1 Billion Annual notion: 
Also Fashion Artist to assist Personable young lady with six years ex- 


etroleum Refining 


No. 4461. Study of Canadian News- 
papers. 


sf Market 


ith daily average demand for 
rate of 


US. oils running at ara “The Southam Markets in Can- 
rivy 8,000,000 barrels, - - ada” is a new portfolio of pros- 
ng industry is spending — pectuses offered by The Southam 
n $1 billion annually on new Co. Ltd. Individual prospectuses 


it construction and operation 


cover the company’s papers in Ot- 
and describe the mar- — iit | 


yore Refiner offers a tawa, Hamilton, Winnipeg, Medi- | 
“The 1953 Petroleum S@¢ Hat, Calgary, Edmonton, 
—, : - ‘H » Much Vancouver, Montreal and Toronto 
B@iner Market- — : _ Each presents a quick, comprehen- 
a netted wha ht AD ee sive picture of the market under 
illustrations make for easy consideration 


No. 4462 of Mail Order 


; Buying. 
Na 4459. Quick Facts about Plastic “Mail Order Buying Habits” is | 
Plates a new study offered by Capper’s | 
apid Electroty pe Co. offers two Weekly It shows that 96% of the | 
subscribers to the publication buy | 


urierstanding of this comprehen- ; 
si Study 


book 


folders—"“Plastic Plates and News- 
paper Advertising,” and “Five by mail—from once a year to once 
Year Report on the Use and Quali- 4 month. The study is broken| 
ty of Plastic Plates’—both of down into purchases of clothing | 
which are recommended reading ®94 dry goods, furniture and | 
for production managers. The first furnishings, garden equipment and 
quickly and concisely shows how supplies, building materials, hard- | 
plastic plates are produced; the ware and farm supplies, patterns, 
second shows how they have ®Utomotive equipment and ma-| 
gained acceptaace among adver- chinery, gifts, toys, sporting goods, 
tisers and newspapers and miscellaneous. 

! 
No. 4455. New Phonograph and No. 4429. Study of Canadian Mer-| 


ket. 

Canadian Home Journal etten| 
“The 1952 Characteristic Survey of | 
Subscriber Families, covering | 
economic classi- | 


Systems Catalog 

1953” is a new catalog 
aliphone Corp., de- 
models of phono- 


Souna 
Califone, 
offered by the ( 
scribing its 15 


” 


graphs, transcription players and auto ownership, 
sound systems, for use in audio- fication, electrical equipment, oc- 
visual sastruction, broadcasting, Cupation, home ownership, marital 


Status, schooling, renovations and 
decorations, and much more. 


auditioning radio shows, etc. Price 


list is included 


Note: Inquiries for the ttems listed above will not be serviced beyond Nov. 3. 


| 


USE COUPON TO OBTAIN INFORMATION 


ADVERTISING AGE 
Ill. 


Readers Service Dept., 
200 E. Illinois St., Chicago 11, 
Please send me the following (insert number of each item wanted 
—please print or type) 


NAME UTD: scccncevecssussssnsnennenns I 
IEE C. hceettnnteitininniticntiasieininmnsnnnennnnnnninnimammnnanitiainitin 
BIDTTESB  ..ncrncrcssecerceserccccressccrenrcorcvecneconecensonsee weseesensssseerssscesccoorcoserecsensesossssossesosooesesees 
GIT GB BODIE caceesercevsceccsccsscecevccsccessencececcsncese ceestee coseceeessesenee BRAT  cccecmssevvenasnninn 


| tact with clients and rea 


Aadvertising Director 
Chicago, location 
BOX 5312, ADVERTISING AGE 


as reporter for leading business 
and three years as assistant 
large national organization 


perience 
publication 
editor for 


200 E. Ilinois St., Chicago 11, I seeks challenging opportunity in Chicago 
. ~ ADVERTISING AGE, 
FRED J. MASTERSON 200 E. Illinois St., Chicago 11, Ill 


ADVERTIS PUBLISHING 


PERSONNEL IMMEDIATELY AVAILABLE 


Advertising & Sales Promotion Manager 


| BOX 5316, 
| 
|< 
| 
| 


All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago College grad, 40, Heavy promotional, mer- 
handising and Sales Administration back 
ACCOUNTING EXECUTIVE ground. Farm Publication experience 
Chicago publishing fir with four na imnow all phases Graphic Arts. Do rough 
tional business magazines has challenging | layouts, write copy, catalogue compila- 
opening for an exec » who can as- he Create direct mail and promotional 
sume full responsibi of accountin programs. Good customer relations and 
purchasing, office sys and came contact man. Excellent appearance, ag- 
management. He must “ + college grad-| &ressive. capable speaker. Know merchan- 
tate and have sound technical knowledge | 4ising and promotion at manufacturing 
in accounting and publis :. and a per-| distributor and retail levels. Can double 
sonality that will enable to handle | 45 executive assistant to sales manager o1 
sales, editorial and office personnel. He| VP. Will relocate anywhere 
must have the ability to become treasurer BOX 5317, ADVERTISING AGE 
and business manager. Salary open. Please 200 E. Illinois St., Chicago 11. Ill 
— detailed gens f experience Poy BUSINESS OPPORTUNITIES 
CaON a neat UE Tate a ©] PUBLICATIONS FOR SALE—Estate wish- 
Phy ag sar ese ge es to dispose of a highly-profitable group 
= ei <age a of trade publications in food field. Will 
Contact Don Hill for involve an investment of approximately 
> =~. nod $500,000 Reply to “Publisher's Estate, 
meant oe ge Rg yy HOUSE jc o Kencliffe, Breslich Adv. agcey., 221 
209 S. State, HA 7-4577, Chicago | N. LaSalle St., Chicago 


WANT A BETTER JOB? Salesman Wanted 


We have good openings right NOW for For the first time in many years 


|}experienced copywriters, artists, produc- 
tion and media people, and others in the | an opening has been created for 
advertising and publishing field. Write ” | 
or call salesman in a well known Chi- 
MOLENE PERSONNEL — 
105 W. Adams. Chicago 3 avo company in the graphic arts 
ANdover 53-4424 “6 I ° gray 
field serving advertising agencies 
Advertising and national advertisers. If you 
Man have had experience selling 
Perhaps you are buried in an advertising 


department. Maybe you are with a big agency photo engravings or electrotypes 
or publication and would ke to become asso- 

ciated with @ smaller organization where you ang would like to establish your- 
can learn ail phases of the pusiness have con- 
earn what goes on 
place for you in a 
ising Agency 


self in selling with a future— 


If you can write there ‘ 


leading Chicago Industria! Advert 


Guiy 9 letter giving full dctalle will be een | we want te heer from you. 
Box 263, Advertising Age 269 Advertising Age, 200 E. Illinois 
200 E. Illinois St.. Chicago 11, Ml —— 
st.. Chicago 11, TL 
NEW YORK ADVERTISING AGENCY 
SEEKS CHICAGO PARTNER 
New York Advertising Agency through an associate controls 


$1,000,000 in billing in Chicago. Wishes to contact top-flight adver- 
tising executive or agency with substantial billing who is interested 
in setting up Chicago partnership. 

In business for over 30 years, New York Agency has large national 
Your reply will be treated in strict 
Advertising Age, 801 Second Ave., 


accounts and excellent rating 
confidence. Address Box 266, 
New York 17, N. Y 


| Chicago i 


BUSINESS OPPORTUNITIES 
WANTED: BUSINESS MAGAZINE PUB- 
LISHER OR INVESTOR FOR INTEREST 
in trade magazine covering new field with 
proven need for trade ee and po- 
tential circulation of 200. 

BOX 5307, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


WANTED 
PR Guy or Doll 


Chance to earn your brass knuck- 
les as a tub thumper. Well estab- 
lished advertising agency needs 
person with nose for news, ability 
to blast it from clients, season it 
with “sell,” and plant it nation- 
wide in all types of consumer and 
trade publications. Also develop 
local angles. Prove in your letter 
that you can do it—and are worth 
how much money? Address 


Box 268 Advertising Age 
200 E. Illinois St... Chicago 11, Il. 


Promotion and Public Relations 
Experience Wanted 


One of our clients selling to the agricul- 
tural field for over 60 years needs a 
writer with sales promotion and public 
relations experience. Must be familiar 
with markets for farm and feed products 
A knowledge of layout and type composi- 
tion is also important. This is a newly 
created position with salary open in a 
rapidly growing division of our client's 
organization. Please detail your qualifica- 
tions and experience by letter so that an 
interview may be arrang 


Meermans, Inc 
1924 N.B.C. Bidg. 
Cleveland 14, Ohio 


ILLUSTRATOR 


Nationally recognized illustrator and art 
director. Full color paintings in FOR- 
TUNE, POST, COLLIERS, TIME, U.S 
NEWS, ETC. Available to an outstand- 
ing and aggressive organization. Desirous 
of more creative work than present posi- 
tion. Earning $24,000 a year, age 34, 
married. Presently a partner of a Mid- 
west Advertising Agency. 
Box 264, Advertising Age 


200 E. Illinois St., Chicago 11, IIL. 


P.0.P. SUPPLIERS 
OPPORTUNITY 


successful Upper Five Figure Bracket 
Creative Expert offers CREATIVE IDEAS 
that Sell”. Over 31 years experience 
serving National Accounts 

OUTSTANDING DISPLAY & SPECIALTY 
IDEAS. Without obligation write for de 


tails of this Unique Service. Individual 

Creations for Individual Problems 

fiustav Jenssen & Staff P.O. Box soos 
Sulphur Springs, Florida 


SEEKING THE IMPOSSIBLE? 


Definitely top-drawer advertising. sales 
promotion, public relations man with 15 
years experience in AAA-1I firms ready 
at age 36 to take on new challenge in 
any or all of above fields. Outstanding 
record achieved in plumbing fixture, kitch- 
en equipment, heating. air conditioning 
and newspaper industries. Now employed 
as Ad Director multi-plant organization 
If you have a tough assignment which re- 
quires the zip and fire of a young man 
coupled with the know-how of an older 
person write Box 265, Advertising Age 


200 E. Illinois St., Chicago 11, Il 
MAN WANTED 
Creative Research 
Well rated Chicago aaency offer 
opportunity to prove yourself in creative 
research—unearth and validate adver 
tising themes, merchandising and market 
ng methods, product facts. Must be 
Iggressive, cooperative, producti emi 
nently practical. Why ore you our 2 
at what salary? Address Box 267 
Advertising Age. 200 E. Illinois St., 

Ilinois. 


COPY © ART ¢ TV ® RADIO 


Top creative men in these fields want 


free lance work. For estimates write: 
“Creative Clearing House,"" Box 240, 
801 Second Ave., New York 17, N. Y. 
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Airfoam Plans 6-Week Drive 

Goodyear Tire & Rubber Co., 
Akron, will launch a_ six-week 
campaign for Airfoam-cushioned 
furniture following a series of 
teaser ads which have been run- 
ning in Retailing Daily. The pro- 
motion starts Sept. 28 on “Tele- 
| vision Playhouse” (NBC-TV).| 
| Four-color pages will start in the! 
| Oct. 5 This Week Magazine spaced 
through Nov. 2 and will tie in with | 
|}Englander mattresses. Kudner | 


Plans Ist Magazine Color Ads 

Manufacturers Life Insurance 
Co., Toronto, will use four-color 
ads in national magazines for the 
first time this fall. Six insertions 
will appear from October to De- 
cember. The company name will be 
stressed in papers from New- 
foundland to British Columbia, 
and a third phase of the campaign 
will be a cooperative newspaper 


and radio series focussing atten- 
tion on company representatives. 
Baker Advertising, Toronto, is tire 
agency. 


‘Dental Survey’ Names Scott 
Duncan A. Scott Co., San Fran- 
cisco, has been appointed West 
Coast representative for Dental 
Survey, published by Dental Sur- 
vey Publications Inc., Minneapolis 


FOR SUNKIST AND M-G-M—Here’s Barbara Ruick presenting to George Crowell, 
Mutual-Don Lee disc jockey, one of the bags of lemons which Sunkist Growers will 
give to disc jockeys all over the country to promote Barbara's singing of “Serenade 
| to a Lemon,” an M-G-M recording. Sunkist and the record maker are opening a 


joint promotion, including streamers for drug stores and grocery stores. 


Stores Prefer Mats 
to Photos or Cuts 


publicity manager. 


for Newspaper Ads 


Lupton Names Kolb to PR Job) 

John Kolb, formerly associate Erwin, Wasey & Co., Platt-Forbes 
editor of Iron Age, has joined John and Albert Frank-Guenther Law, 
| Mather Lupton Co., New York, as_ has joined the copy staff of Ander- 


Agency handles the account. 


Weekly Gets New Format 


Foreign Trade, weekly publica- 
tion of the Department of Trade 
and Commerce, Ottawa, has been 
|redesigned in format and scope of 
|; subject matter. A campaign to 
stimulate readership has been re- 
leased to a selected list of Canad- 
|ian business magazines through 
Walsh Advertising Co., Toronto. 


The record each month 


of the finest perfume 


and cosmetic advertising 


BEAUTY FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY 
son & Cairns, New York. ee i Se 


Cowle to Anderson & Cairns 
Jerome M. Cowle, formerly with 


New York, Sept. 24—More than 
two-thirds of retail stores which 
advertise in newspapers prefer 
their sources to send them mats in- | 
stead of glossy photos or cuts, ac- 
o cording to a survey by Perfecto- 
c mats of 890 stores which use mats 
} consistently. | 

Of the stores replying to the 
questionnaire, 78% preferred mats, | 
14% glossies and 8% cuts to help, 
them in preparing ads. A, mat with 
an illustration only, with suggested | 
copy or copy hints on proof sheets, | 
was preferred by 55% of the re-| 
spondents. The rest preferred a} 
complete drop-in mat which needs 
only the insertion of store logo, 
prices and colors. | 

Forty-eight per cent requested | 
two proof sheets, 41% asked for| 
one and 11% said they could use) 
three. A. two-column mat was 
found most useful by 57%, three- 
column by 20% and one-column | 
by 17%. } 


s Statement enclosures are used | 

by 46° more than six times a year 

and 58% use permanent counter) 
displays. Forty-one per cent of the | 

stores said they would like their | 
advertising materials two weeks 

— in advance, 20% a week in ad-| 
| 


vance, 15% a month ahead and 9% 
three weeks in advance. 

The survey, conducted by Per- | 
fectomats together with Mickey 
Goldfarb, advertising manager of 
Majestic Specialties, is also broken 
down by stores which have adver- 
tising departments and those with- 
out. Of the total returns, 64% had 
advertising departments and 31% | 
had none. The rest did not answer 
the question. 


Magazine Ownership Changes 

TV Magazine, Hialeah, Fla., a 
pocket-size publication, has under- 
gone a change in ownership. New 
partners are Jay Morton, Randall 
Clarke, and Donald Gault. Mr. 
Morton will continue as publisher. 
Mr. Clarke, formerly a New York 
fi and Miami newspaper man, and 


Mr. Gault, previously a New York 
department store ad _ executive, 

i are taking charge of editorial and 

a» management supervision. The 
magazine is published bi-weekly 
at Home News Publishing Co., 
Hialeah, and is now in its second 
year. 


- Buys Lowell, Mass., Paper 

Pe The Sunday Sun, Lowell, Mass., 
has purchased the Lowell Sunday 
Telegram. The Sunday Sun, owned 
by the Evening Sun, was estab- 
lished three years ago, The merger 
brings all Lowell newspapers into 
the Lowell Sun Co. fold. Thomas 
F. Costell is president and publish- 
er. 


Torbet Manages KSFO 

Alan Torbet, formerly general, 
manager of KROW, Oakland, has 
been named general manager of 
KSFO, San Francisco. | 


ee 


MANAGEMENT MEN ARE TALKING ABOUT --- 
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to profits in the chemical process industries 


~. 


Innovation is inherent to the Chemical Process Industries . . . 

with cortisone, coal hydrogenation and new soil conditioners . , . 

with biggest earnings from products on the market less than 10 years. 

It’s a yeasty, changing field where constant discoveries and improved processes 
demand equipment replacement at a rate unprecedented in all manufacturing. 
And in this climate of modernization, industry leaders watch CHEMICAL WEEK 
for new developments and trends that point the way to greater profits. 

In the process industries .. . its managment’s own magazine. 


CHEMICAL WEEK . . . terse, timely and analytical in approach . .. 

gets behind the headlines that influence planning and profits. 

And because it highlights the business side of the news, 

it commands attention among process executives everywhere .. . 

in administration, purchasing and distribution .. . 

in production, plant operations and research. 

That’s why CHEMICAL WEEK is such a powerful aid to your sales force 
. . . it’s specifically designed to serve and sell 

at all management levels in the Chemical Process Industries. 
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Viewer Complaints Against TV Commercials 
Aired at House Committee Hearing in N. Y. 


New York, Sept. 24—TV an- 
nouncers had better watch their 
manners. People don’t approve of 
their “blowing cigaret smoke right 
out of the television screen” into 
the living room and “drinking beer 
and smacking their lips.” 

These viewer complaints against 
video commercial techniques came 
to light this week when the com- 
munications subcommittee of the 
House committee on interstate and 
foreign commerce came to New 
York for hearings 

Headed by Rep. Oren Harris (D., 
Ark.), this group has been scruti- 
nizing television's program and ad- 
vertising conduct since June. The 
committee has been mainly con- 
cerned with finding out if TV has 
been giving undue emphasis to 
crime in its program schedules 

However, with the shift of the 
sessions from Washington to New 
York, commercials moved into the 
spotlight. Congressman Harris said 
the “most serious complaints” 
about TV advertising involved beer 
and cigaret commercials 


@it was he who described the 
teieviewers’ displeasure at having 
cigaret smoke “blown right out 
of the TV screen”—into their faces, 
S@to speak. 

Mharles R. Denny, National 
Broadcasting Co. v.p., commented 
that such would seem to be pos- 
siBle only when “fourth dimen- 
si@mal television” is perfected. Mr. 
Dénny was on hand to present a 
loig statement describing how 
tel@vision is being used “affirma- 
tively as a constructive social in- 


fl nce 

ra iticism of repetitious sales an- 
noBncements came from Rep. Jos- 
epB P. O'Hara (R., Minn.), a mem- 
bem of the committee. He said he 
was so bothered by overly long. 
fe@urrent commercials on a box- 
ing telecast sponsored by a beer 
GoMpany 
drink the 
tiseéd 


brand of beer adver- 


@ Mr. Denny said that the telecast 
in ‘question was not carried on 
NSC, where boxing was sponsored 
by & razor blade manufacturer. He 
sai@ this sponsor limited its ad- 


veftising to a minute spot after 
every third round. (Pabst presents 
boxing over CBS-TV; Gillette 
sponsors Friday night bouts on 
NBC-TV.) 

When questioned about beer ad- | 
vertising on NBC, Mr. Denny} 
pointed out that the radio net- 


work has one beer sponsor, the 


TV network none. He made it clear | 
|@ Mr. Van Volkenburg answered 


that the latter was a _ situation 
NBC-TV would be pleased to have 
changed 

The NBC executive indicated 
that the network's adverse mail is 
on the decline. Plunging necklines 
prompted a notable amount 
criticism in 1951, he said 


® In his prepared statement, Mr.)| 


Denny anticipated committee ques- 
tions on advertising. He 
stated: 

“With respect to the advertising 
of beer on radio and television, our 
position is very simple. There was 
a time when prohibition was the 
law of the land. The national law 
was changed 20 vears ago by the 
will of the people and it is now 
legal to buy, sell and advertise 
beer and liquor in most states. So 
far as advertising in this field is 
concerned, the broadcasting in- 
dustry accepts only beer and wine 
advertising, and thus sets for it- 
self much more rigorous stand- 
ards than the law provides. In fol- 
lowing this policy we are turning 
away advertising which the news- 
papers and magazines generaily 
accept. We certainly see no justifi- 
cation in singling out broadcasting 
for criticism because it accepts 
beer advertising.” 


beer 


|their agencies 


that he decided not to/ 4nd radio programming would not 
|only be an encroachment on free- 


of | 


Mr. Denny explained that NBC 
contracts “give us [the network] 
the right to refuse to broadcast 
any program which in our judg- 
ment does not conform to the pub- 
lic interest or to our policies. 


@ “We find that it is rarely neces- 
sary to invoke these provisions in 
our contracts with advertisers 
Where a matter of questionable 
taste arises, the advertisers and 
are usually com- 
pletely cooperative in working the 
matter out with us because they 
have a direct interest in seeing to 
it that their programs contain no 
material which would offend or 
alienate any segment of the audi- 
ence. 

“Our continuity acceptance de-| 
partment works closely with ad-| 
vertising agencies, with outside 
producers and also with our own 
program people. Apart from its day 
to day participation in administer- | 
ing our program standards, the 
continuity acceptance staff pre- | 
pares periodic bulletins outlining | 
various problems which have} 
arisen and how they have been met | 
and calling attention by specific! 
examples to trends and types of | 
material we should guard against. 
These bulletins are sent to our} 
management and to all of our em-| 
ployes concerned in program pro-| 
duction, and they serve as a con- 


J 8 4 
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NEW LINE-UP—Eric M. Wilson (seated, center) of the Montreal 
| Star and president of the Newspaper Advertising Managers’ 
| Assn. of Eastern Canada, is surrounded by fellow officers elected 


at annual convention in Montreal. Seated, left, 
| Fenn of the London Free Press, 2nd v.p. At right is J. Ross Bates, 
| 
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is Charles G. graph, director; R. 


St. Catharines Standard, Ist v.p. Standing, from left: William 
Lupton of the Guelph Mercury, director; James C. Anderson, 
Kitchener-Record, director; John Rolston, St. John Journal-Tele- 


W. Pearson, Sudbury Star, director; Phil 


Vezina, Quebec |’Action Catholique, secretary-treasurer. 


Dr. Whan, in New England Audience 
Study, Finds Radio Is Still Strong 


Boston. Sept. 24—Dr. Forest L. 
Whan has put a powerful sales 
aid into the hands of the broad- 


tinuing means of indoctrinating our | casting industry, particularly West- 


people in the meaning and applica- 
tion of our program standards.” 


@ The subject of beer was still | 


very much in the forefront of the | 
discussion during the second day | 
of the New York hearing when| 
J. L. Van Volkenburg, president of 
CBS Television, was the principal 
witness. 

In his prepared statement, Mr. 
Van Volkenburg asserted that fur- 
ther legislative restrictions on TV | 


dom of the press but would stifle | 
creative talent and prove ineffectu- | 
al. 

Beer, with particular reference 
to radio and TV advertising in the| 
country’s two dry states, Oklahoma | 
and Mississippi, and dry counties | 
in other states, came into the dis- 
cussion when committeemen cross- 
examined the Columbia executive. | 

Rep. F. Ertel Carlyle (D., N. C.) 
asked: 

“Do you think that advertising 
beer in states where its sale is 
illegal is offensive to a substantial 
segment of the population?” 


that it was not a “constructive 
thing,” but added that stations in 
dry states do not carry beer adver- 
tising. He said that from an engi- 
neering point of view, there is 
nothing to bar people in dry states 


from picking up a radio signal | 
of multiple set use in homes. Di- 


from across the state line. 

Congressman Carlyle also ques- 
tioned the ‘“wholesomeness” of 
commercials aimed at increasing 
the consumption of beer. 

Asserting that the network had 
had very few complaints about 
beer advertising, Mr. Van Volken- 
burg voiced the opinion that com- 
mercials do not try to get people 
to drink beer if they don't want to. 

Congressman Carlyle countered 
by asking the CBS official if he 
wasn't aware of the fact that com- 
mercials urge people to store up 
supplies of beer for their guests 
and suggest that they try it. 


General Outdoor Moves Office 


General Outdoor Advertising Co. 
has moved its branch office from 
Richmond to Winston-Salem, N. C., 
with the office having jurisdiction 
over central North Carolina and 
southern Virginia. Dan T. Jennings 
has been promoted from sub- 
branch manager to branch man- 

ager of the office. 


inghouse Radio Stations Inc. 

The University of Wichita re- 
searcher has completed a compre- 
hensive study of adult radio-tele- 
vision listening habits in the Bos- 
ton trade and distribution area. 
The study, which covers most of 
New England, is patterned after 
similar surveys conducted by Dr. 
Whan in midwestern states. 

Westinghouse sponsored the sur- 
vey, and its Boston stations, WBZ 
and WBZ-TV, came through with 
flying colors in the station prefer- 
ence results. However, Dr. Whan’s 
survey can probably be used effec- 
tively by any radio salesman to 
show the wide coverage of the me- 
dium. 


8 The following are some of Dr. 


Whan’'s findings: 

1. Of the 10,093 homes reached 
by interview, 98.5% had radios 
and 55.9% had at least two sets. 

2. In the 9,995 radio homes, 
46.1% of the families had cars 
equipped with radios (62% owned 


| cars). 


3. About half—or 49.5°—of the 
families had a television set. 

Dr. Whan places particular stress 
on “extra listening.” For instance, 
9.2% of the 10,093 families said 
“yes” to the question: “Do some 
members of the family regularly 
hear non-car radios outside the 
home?” Some of the places they 
named were: place of work, neigh- 
bor’s home and school. The survey 
also found a considerable amount 


aries left for families to record 
quarter-hour listening showed that 
38.9% used radio sets simultane- 
ously each weekday 


# Since diaries were left for each 
radio and television set in the 
home, Dr. Whan was able to tabu- 
late the share of total audience— 


radio vs. television. This tabula- 
tion is printed with this story and 
shows that in the daytime radio 
gets from 63% to 79% of the total 
audience, depending on the day 
and whether it’s a rural or urban 
audience. However, in the night- 
time the television audience is 
slightly greater, particularly in 
the urban centers. The peak TV 
audience was found to be 59.4% 
on Saturday night. 

Dr. Whan reports that the num- 
ber of radio listening hours for the 
average home is 7.70 on weekdays, 
7.02 on Saturday and 6.44 on Sun- 
day. The survey also has quarter- 
hour breakdowns for individual 
station listening and for percent- 
age of all persons living in radio- 
equipped diary homes who were 
listening to the radio. 


@ In radio station coverage, WBZ 


leads in almost every classification. 
It has more listening quarter-hours 
than any other station, during day-| 
time and nighttime, and it is also) 
the station preferred for newscasts, | 
weather reports and early morn-| 
ing entertainment on weekdays. | 
WHDH, Boston, gets top preference | 
among listeners to car radios and 
this station also runs second to 
the Westinghouse outlet in the 
other classifications. However, Dr. 
Whan’'s’ elaborate quarter-hour 
breakdown for all stations in the 
Boston trading area will enable 
an advertiser to find out immedi- 
ately how many sets are tuned in 
during any 15-minute period and 
what stations are being heard at 
that time. 


@ Similar breakdowns are avail- 
able for television station listening, 
where WBZ-TV led in all classifi- 
cations, followed by WNAC-TV, 
Boston. Dr. Whan reports that in 
TV homes the average watching is 
11.06 hours on weekdays, 13.85 
hours on Saturday and 16.40 hours 
on Sunday; in all homes (TV and 
non-TV), the average viewing is 


Share of Total Audience: Radio vs. TV 


Percentages based 


on total number of quarter-hours of listening 


reported by all New England families keeping a diary* 


PERCENTAGE OF ALL LISTENING. GIVEN: 
At Nighttime to: 


WEEKDAYS: Radio Television Radio Television 

All Diary Families 76.0% 24.0% 47.4% 52.6% 
Urban families 75.2 24.7 45.3 54.7 
Rural families 79.0 21.0 57.9 42.1 

SATURDAY: 

All Diary Families 68.8% 51.2% 40.6% 59.4% 
Urban families 66.3 33.7 38.4 61.6 
Rural families 79.2 20.8 51.3 48.7 

SUNDAY: 

All Diary Families 62.2% 35.8% 42.0% 58.0% 
Urban families 63.0 37.0 0 60.0 
Rural families 70 3.4 46.6 


1 29.9 ’ ’ 
“Figures based on following numbers of quarter-hours of listening or viewing: DAYTIME: weekdays, 


82,123; Saturday, 14.747; Sunday 


Sunday, 13 


12.221. NIGHTTIME: weekdays, 


66.531; Saturday, 13,453; 


4.98 hours on weekdays, 7.13 hours 
on Saturday and 8.03 hours on 
Sunday. 

Dr. Whan conducted his survey 
last January. On the basis of the 
1950 census, he reached one out 
of each 181 homes in the area. The 
60-page survey covers 12 counties 
in southern Maine, all of New 
Hampshire, six counties (eastern 
half) of Vermont, and all but the 
western-most county and the is- 
lands of Martha’s Vineyard and 
Nantucket in Massachusetts. Free 
copies can be obtained from Free 
& Peters, WBZ representative, NBC 
Spot Sales, WBZ-TV representa- 
tive, and the two Boston stations 
themselves. 


TV Comes Too Soon 
in Portland: Sets 


Aren't Receptive 
PorRTLAND, ORE., Sept. 23—Tele- 


|vision finally reached Portland 


Saturday, but it came about a 
month too soon. Few people could 
buy sets to watch it. 

KPTV, the city’s first TV sta- 
tion, is also the first in the nation 
to operate commercially on the 
ultra high frequency band. That’s 
the trouble. There aren’t enough 
u.h.f. receivers to go around. 

Dealers did not expect the sta- 
tion to go on the air so soon and 
were caught with few sets with 
built-in u.h.f. or with strips to 
convert v.h.f. sets. They now find 
that the supply of u.h.f. strips will 
be extremely short for several 
more weeks at least. 

Reception on such sets as are 
available here is reported good 
from points more than 10 miles 
away and in one case, at least, 40 
miles from the station. Empire Coil 
Co. operates KPTV. 


Indian Advertising Men 
Form Society in Bombay 


The Indian Society of Adver- 
tisers has been formed in Bombay 
by a group of 25 advertisers in 
India. The society, modeled on the 
Assn. of National Advertisers in 
this country, seeks to promote the 
cause of advertising. P. G. Rose, 
chairman of the society, pointed 
out in his inaugural speech that if 
such a society had existed before 
it might have been able to effec- 
tively protest the 6%4% tax on 
advertising recently imposed in 
India. 

Pothen Philip has been elected 
executive secretary of the group. 
The society’s address is Shree 
Nivas House, Waudby Rd., Bom- 
bay. 


Tominey Elected a V.P. 


Francis J. (Bud) Tominey, ad- 
vertising and business manager of 
New England Printer & Litho- 
grapher. Boston, has been named 
a v.p. 


a — a 
OG ee ON nee es eT i ie es ee ee ne, Cee’ As ee Coca as ae aaa 
Sake tg dew be re es co" Det RD i Pay ear Sri phate a 5 ik, aE a Se eae <2 ae et oo a ae eb <a 2 Sia aaereanenet a 
A ia ae aad en j tke wy 1 E as F oe S Pare io ie ae ee pe fem od Canta ete pag ae ee A Seis ae 
sy of tl . - : : $ y F ¢ ey é ee Ls E a FESO Sie 
Lk ' : a: 
ue ' jae 
cs ase 
e = ee ne 
; AA 
pet) 7 
4 + aie ee z bok yr. tet " 7 i * ne H aes | 
H ie, Ce e: ae ' , ee Oi. = ae Pos Bae 
‘ ce ; Pie cae ¥ ¢ a A. a . ee Kg s 3 
Pa eae “3 BR 3 eh ae : cake 
ee mae “d \ , ey $ Fi a 
, te a 7 7 h a: 
1B: ‘ : oe 
r -, r ae hg 
= oa, Pet ae “ 1 Be 
7; > e's a 5 3 er 
eon ete eee oe Pape , ey » | coke 
ae eee ee woe 7. aa me. 
‘e od Jae ete So : Ff ht ‘ AF a 4 f 1 tage 
; Me ee e.g: ee jae eae oe ae Ms ieee 
« { : Se <a ae 4 ‘ ; See 
Eat Je tenes Boe ‘as = ee “ : f ae 
ae ——. ey! % <a : ;4 aa «rae 
: : ig Ee a ee tg ; oo = - : ¥ = ee ee i 
: & | De eA = A é be ‘Ze H od % bale ; { Eg Ee 
2 4 ; ee ‘ee ee Pe ’ eS ~ Bae ; sae Se 
ka fy Jee a a " be mee coast. ay ae a j Pae 
oR 5 a eee eine eee ‘ Pee id < ee as car ' a Wee 
; ca a, ao bee ; mF a ah > : : Soe 
nee tt oe 4 io | ae % ot ae Hg. 9 See ae 
> 24 ee le _ z Bee aia. 25/5. Ss ea sass 
5 > a sae ae a ee Meta ter, hae eS 2 wocps 
aire, a = hada nd ee ate gg a: Yn ee ae 
5 fet “4 ms. ‘og Bec F Se Saree! - eh: 
aed . fe ee a ee ame d eee ei nea ee 
os Stig ee ee iS ia, . = oy 8 Be x pe Bie”? “ae el 
Cis g F 2 fe a sae Betas ie é +4 oe ame <a c nt A M : i 
“9 Fe 4 Sas SOT ae a = ‘SSA Sat me Y 4 So as f we ss nk ome a ; 
ss 3 ene Shee: Pa ate a4 eas fae i: : a fe aoe i d 
bs ae oe ee ee Paes hen Sd fs cS fie Py is ace 8 oe 
7 % ' ‘ é ar" f : ' gs 
ke 4 : : es "ed i nh 
BR 
“ps ¥ 
es |e 
st eee a Fe 
hes ee ay 
aa my 
cat - i et wae 
boats : ve 
~~). = ae 
Ty 5 
ae q as 
es Sie 
— Boe 
“i ae 
ae a 1s 
*. a ; ny 
nn ; mest 
a9 H Ric? a 
» Se : P ure 
Pare ia: 
ee ‘ 7. a 
re ; iois 
a Se 
ae i PLA 
ae sea 
ole A oe 
. oe ae re 
ae : ay 
Fey ; oes 
Ao it 
ee peter: 
me a, 
ra : 
re re 
ao ik 
(i 5S 
>. c 
sat : 
pe ita 
Me & ee 
Je ee 
oe ae 
Ks : ang 
<a Bs 
+e ; 
hy, es es 
ee 
arti, 
aay ie - 
etaY 
pe 
aloe Oe 
os : 
tia 
4 | 
an ‘ I pie 
| i 
so | ee 
a , 
an? : is 
vee e ce 
Ree 
Re 
mony \j 
oh "i 
ne . 
1% | 
ey eee : 
a SS 
’ 4 » 
~ 
ae 
ha \ 
a ; 
a 
SES ee 
shes, 
a 
3. S42 
ae ——————_———————————— 
ae 
a 4 — 
¥ § : —— ——= =. 
i z . “Spa oe ‘4 ie = ¥ Be ta =e AP MS > A ee R= ~ 
bet ee Mae os ti b ao rat PL ieee ir é Eee Tree Le ay Pie a), ye ee A Pee Ae eens : . 2 ie ee ee pea a eC ED 
Sher ORS 8 De tee ee hae ee eres ee arr tenet oman vrs V5. >. 7. Saaletale Yoru: ames ee ee eae > 2p ine 


glance? 


Every time mail is delivered, it’s voting 
time on the farm. 

This is a secret ballot. Advertisers and 
account executives can’t hide in the mail box 
to see what happens. 


Yet, wouldn’t you like to know— 


Whether the newspaper or magazine will 
be read through, or dropped after a brief 


Whether one item will be read? Or ten— 
or twenty—or fifty? 

Which paper the reader relies on for help 
and guidance in their job of producing more 
foodstuff than any other of the states? 


out. 


DO FARMERS AGREE WITH YOU 


.-. On Your Choice of Farm Papers? 


In this mail box ballot, how do newspapers, 
farm papers, and other magazines come out? 


The answers to these questions would be 
of help to you, wouldn't they? 

You can have them. ‘ 
The Statistical Laboratory of lowa State Col- 
lege designed a survey sample, sent out in- 
terviewers, drew up a report. 

Published as “InFARMation Please No. 2,” 
this report puts you inside the mail box 
where you can witness the secret ballot cast 
by lowa farm people at every mail time. 

The chart below shows how one vote came 


For lowa, at least. 


Published by Wallaces’ Farmer and Iowa Homestead . . .- 


Leading Farm Publication in lowa .. 


Des Moines, lowa 


DID YOU GET HOT—SEE CROPS DRY UP ag 


THIS SUMMER? NOT IN IOWA 


If your apartment sizzled this summer, if visits to the country showed you 
fields of dried up crops and grass burned brown... . 


You should have summered in Iowa. 


For Iowa was Kelly green. And the 


corn crop total yield sounds like you'd kissed the Blarney Stone. 


The years 1894 and 1936 were the latest Iowa had damaging drouth. Even 


then, farmers got a third of an average crop. 
No part of Iowa suffered from this 1952 drouth. We even had some excess 
moisture during crop growing months—May through August. 


But, lowa farmers are a little worried . 


. afraid their older corn picking | 


machines won't be able to handle this 1952 crop. It’s that big. 


; | 
Off the Cob... by George 


Moan of the drouth districts: “Those 
clouds don’t mean rain. They’re just emp- | 
ties coming beck from Iowa.” 


Colliers and Cosmopolitan have abol- 
ished “jumps.” No more “continued 
on page 68”. Smart idea. Wallaces’ 
Farmer and Iowa Homestead did it 
ten years ago. 


Our surveys in 1938-40 showed read- 
ers didn't like jumps. So we threw 
them out. Harder editing, but easier 
reading. 

* * = 

Wallaces’ Farmer and lowa Home- 
stead had a long lead over other media 
in the 1947 survey reported in In- 
FARMation Please No. 1. Now the 
1951 survey (InFARMation Please 
No. 2) shows that lead increased. 
Check up yourself on the subjects 
you’re most interested in. 


* * * 


Of the top 100 U. S. counties in value 
of livestock on farms, Iowa has 21. That’s 
the report of the U. S. Census for 1950. 


WF AND IH FIRST CHOICE 
For “Canning and Freezing” Help| 


lite eae 
IRE 
Farm Pub. 8 13.7% In | 


Farm Pub.c 5.1% I 


| turning out copy that’s earned 


Farm Pub. A 


The ladies of the farm didn’t hesitate 
when the interviewers of Iowa State Col- 
lege’s Statistical Laboratory asked a cross 
section: “Which of your papers, farm mag- 
azines or newspapers do you depend on 
most for information on canning and freez- 
ing of food?” Do the chart bars above 
agree with your first choice of media? 


| port says 669 million bushels. 
' all record years but 1948's 677 million. . 
And this crop is still growing and | 


How big? The September crop re- 


Beats 


gaining. 


This figures to over one-fifth 


(21.3%) of the nation’s estimated crop | NN 


of 3,136 million bushels. 

Seem surprising? It shouldn’t. Iowa 
farmers harvested one-sixth (17.8%) 
of the total average crop, 1941 through 
1950. 

And, over 85% of this crop will be 
marketed in the form of butter, eggs, 
hogs and beef cattle. Part of it will 
show up in your house as breakfast 
food, hominy, syrup and other food 
items. 

You'll eat better because 
stayed green this summer. 


Iowa 


In addition to hard work, good seed | 


and perfect weather, it takes lots of 
helpful information and careful ad- 
vice, especially suited to Iowa farm- 


year. 

Where do Iowa farmers get this 
help? We blush with pride... for 
the results of a statewide lowa farm 
family information sources study, 
made by the Statistical Laboratory of 
Iowa State College, show they get 
more of it from us than any other 
source. Us being WF&IH. 


For years our editors have been 


its 
way to a nine to one preference over 
that of any other farm publication 
when it comes to “Raising Corn and 
Other Field Crops.” 

A request on the letterhead of any 
recognized agency or farm paper ad- 
vertiser will bring a copy of the com- 
plete report on the information sources 
of Iowa’s farm families. 

Ask for “InFARMation Please No. 
” 


WALES BRMER | 


low 


| 


| and vegetables in your cellar? 
ge: : | cellar! 
ing, to produce big crops year after | 


Newspaper A 
10.3% 


WF&IH RATES TOP 
If Farmers “Could Take Only One“ 


Farm Pub. A 
5% 


Farm Pub. 8 
4.9% : 


A cross section of lowa farm operators answered in a hurry when interview ers 
of lowa State College Statistical Laboratory asked them: “Which of all your papers 
and magazines that carry farming information would you choose if you could 
only one?” Now guess which one they read first and best. i 


BAKED ‘WAY LAST SPRING! | 


How many quarts of canned fruits 
No 
That’s too bad. 

Maybe what you need is a CARE 
package from Iowa. 

Out here on farms, cellars are fill- 
ing. Freezers have strawberries, sweet 
corn, homemade sausage, and real 
honest-to-goodness ground beef. The 
lockers in town have more of all, plus 
larger cuts of both pork and beef, 
from the last butchering. 

Canning has always been a big part 
of the life of a farm woman. She 
started in late May and quit only when 
frost took the last of the garden. 

And she felt happy with about 500 
quarts of canned food... in addi- 
tion to several shelves of jams, jellies, 
pickles and relishes. 

Locker plants and freezers didn’t 
change this picture much. In fact most 
farm women do like Mrs. Ray Schulz 
of Madison county, Iowa. She used to 
put up 500 quarts of canned fruits 


and vegetables a year. Still does. And 
freezes 500 more. 

Farm families who have smaller 
freezers now wish for a larger size. 
Some are getting them. Others are 
just renting a couple more spaces in 
the local locker plant. 

These freezers hold more than just 
fruits, vegetables and meat. They hold 
future time and dollar savers. 

Pies, for instance, and homemade 
bread, baked when time was not so 
full of chores as days to come. And 
many an angel food cake, made when 
part of Iowa's 4,773 million egg crop 
was selling at low prices. 

These farm women are not through 
learning how to get the most from 
their freezers, either. 

Where do they get their informa- 
tion on canning and freezing food? 
The answer to this and dozens of other 
questions about farm homemaker in- 
formation sources are available... 
in “InFARMATION Please No. 2.” 
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Fleisher Paper Box Co. 


Joins 
M. C. Badger, formerly with 


Container Corp. of America in 
Los Angeles and Oakland, has 
been named sales manager of 


Fleisher Paper Box Co., San Fran- 
ciscys. 


Ewing to Ley & Livingston 

Sam Ewing, formerly head of 
Sam Ewing Advertising, San 
Francisco, has joined Ley & Liv- 
ingston, San Francisco, as an ac- 
count executive 


Quality 
CIRCULATION BUILDERS 


for leading 
Magazine Publishers | 


UNION CIRCULATION CO., INC. | 
5 Columbus Circle, W.Y.19 + CO 5-8088 || 


“Over a Quarter Century 
of Dependable Service” 


‘Discuss Clothes to Be Taken’... 


Pennsylvania Power Leaves Nothing 
to Chance in Feting a Shareholder 


ALLENTOWN, Pa., Sept. 24—For 
three days last month the Penn- 
sylvania Power & Light Co. pulled 
out all the stops and put into effect 
a public relations campaign which 
could serve as a model for a p.r. 
textbook. 

The occasion was the registration 
of PP&L’s 75,000th shareowner. As 
such, it provided the utility with a 
unique enough circumstance. There 
are only eight other electric com- 
panies and 21 manufacturing cor- 
porations in the nation which have 
that many shareholders. 

The event also marked a culmi- 
nation in the utility’s work in this 
direction. In 1920, the year of its 
incorporation. PP&L had only 1,079 
shareholders. (The utility reported 
a net income of $12,616,791 for 


1951.) 

If the circumstance was unique, 
PP&L had a p.r. campaign to match 
it. The 75,000th shareowner con- 
sisted of Mr. and Mrs. Paul O. 
Pfeiffer of Columbia, Pa., who 
made a joint stock purchase. Mr. 
Pfeiffer is service manager for the 
Gable Buick Agency in Columbia. 
The couple was brought to the 
utility’s general offices in Allen- 
town on Aug. 26 and that’s when 
the high-powered publicity pro- 
gram went into operation. 


® Before it even got started, 
though, PP&L had methodically 
put its objectives down on paper. 
W. H. Rodgers Jr., advertising and 
publicity manager, told his staff 
“the basic purpose of this program 


NO ifs, ands or buts 


: 


: 


Distribution and Display are now — = 


. 


| for advertisers on “KYW FEATURE DRUGS” 


In hundreds and hundreds of drugstores in the 
Philadelphia area, the “KYW Feature Drugs” pro- 
gram has become a merchandising tradition! 


50,000 WATTS 


rKYW 


PHILADELPHIA 


NBC AFFILIATE 


So solid is its acceptance, in fact, that we now feel 
more than safe in making this unique guarantee: 


distribution of each advertiser's product in 75 
percent of all “KYW Feature Drug” Stores 


in the 5-county 


area 


display of these products in 90 percent of the 
stores in which stocked 


That’s our guarantee, mind you.. and we're sure 
that actuzl performance will show even better 


figures. Moreover, the guarantee is only one of 
the advantages you get with this superbly success- 


ful program. Other advantages include 


Y 


regular reports 


Y 


participation in a radio show that wins special 
favor from druggists twice each weekday — 


2:00-2:30 PM and 6:25-6:30 PM 


merchandising and missionary calls at regu- 
lar intervals by the “Feature Drugs” field staff 


on number and location of 


displays, rates of sale, competitive activity 


Here, to be sure, is the promotional support you 


need in the Philadelphia area drugstore market! 
For full details of the guarantee terms, check Bob 
Teter at KYW, or Free & Peters. 


WESTINGHOUSE RADIO STATIONS Inc 
WBZ « WBZA * KDKA * WOWO « KEX * KYW * WBZ-TV 
National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


WELCOME—The Pfeiffers ore wel d to 


Allent 


by Charles E. Ookes, president 


is to make the public more aware 
of the following facts about our 
company and its owners: 

“1. Improved service facilities 
have been made possible by an in- 
vesting public which is largely the 
same public to which PP&L ren- 
ders service. 

“2. The company is owned by a 
large number of shareowners. 

“3. PP&L is largely home-owned 

“4. The owners are a representa- 
tive cross-section of the area we 
serve. 

“5. Local investors have good 
and specific reasons for investing 
in PP&L. 

“6. PP&L has a clearly defined 
public service responsibility to its 
customers and fully accepts this 
responsibility.” 


® With the objectives stated, there 
remained the matter of accom- 
plishing them and this involved a 
detailed, carefully worked out! 
program of activities. 

The Pfeiffers were accompanied 
to Allentown by Thomas Penny-| 
packer, manager of PP&L’s Colum- | 
bia district, and Mrs. Pennypacker. 
Upon arrival, they met with 
Charles E. Oakes, president of the 
utility, for a short discussion of! 
the company and an inspection of 
the executive offices. Here they 
also met Harlan West of the engi- 
neering department, who acted as 
conductor of the three-day tour. 

The tour party lunched with di- 
rectors and top officers of the util- 
ity in a room decorated with a 
welcome banner. They ate on 
tables set with souvenir place mats, 
Reddy Kilowatt napkins and sou- 
venir menus, and the meal was 
topped off with a huge 75,000th 
shareowner cake. The Pfeiffers al- 
so were presenied with a com- 
memorative scroll’ and after the 
luncheon they inspected the util- 
ity’s 23-story general office build- 
ing and the Siegfried substation 


s There was more of the same dur- 
ing the next two days, Aug. 27 and 
Aug. 28. Mr. and Mrs. Pfeiffer 
were taken throughout the 9,500 
square mile service territory of 
PP&L. On the way they had lunch- 
eon and dinner meetings with local 


utility executives. The facilities 
| inspected by the Pfeiffers included 
| laboratories, a new plant site at| 
Martins Creek, the Hazleton Serv-| 
lice Depot, the new Sunbury plant! 
| (largest anthracite-burning power 
|plant in the world), and electric 


{coal stripping operations near 
Carmel, Pa. 
A “PP&L family dinner” at 


Lancaster wound up the program. 
| This was attended by Mr. Pfeiffer’s 
|boss and local business leaders. 
| Another set of souvenir place mats 
and menus were provided for this 
|dinner and G. T. Storb, v.p. and 

head of PP&L’s Lancaster division, 

presented the Pfeiffers with an 
electric range and automatic 
clothes washer. 


@ The entourage on the Pfeiffer 
tour included writers and photog- 
raphers assigned by the advertis- 
ing and publicity department, their 
job being to provide news releases 
and photographs for the local press 
en route. The tour also was pub- 


and director of PP&L. 


licized in ads placed in newspapers 
throughout the utility’s service 
area and in a huge poster put up 
on utility plant bulletin boards. 
In all these special materials— 
ads, news releases and even on 
place mats—the PP&L shareowner 
story was told and retold. The copy 
brought out such facts as: 98% 
of the utility shareholders are in- 
dividuals, seven out of ten live in 
Pennsylvania and 58% have year- 
ly incomes of less than $4,000. The 


| materials also included a portrait 


of Mr. and Mrs. Pfeiffer, and said 
they represent the typical PP&L 
stockholder. 


8 The meticulous care with which 
this program was prepared can 
perhaps be seen best in the official 


Gn y Soe: of 
Ow 75,000° Shateowner 
Me ancl Ws. Paul O. Phaiff 


AUGUST 26, 1952 
PENNSYLVANIA POWFP & UGrHT 
ALLENTOWN, PA 


COMPANY 


RE INN rien, ME Be ec I 


SOUVENIR MENU—This is the front page of 
the menu used at PP&L’s honorary lunch- 
eon for the Pfeiffers. 


itinerary worked up in advance. 
Here is the opening section of this 
tour itinerary: 


Mr. Sterb: A-Explain program 
shareowner. 

Mr. Lichtenwaliner: B - Decide on care of 
children, if any. 

Mr. Lichtenwalner: C - Do children stay 
at home or go along on trip. 

Mr. Storb: D- Introduce shareowner and 
family to tour host and hostess and 
make mutual arrangements for the tour: 

Mr. Lichtenwainer and Mr. Pennypacker: 

(1) Leaving time - 7:30 

Mr. Pennypacker: E - Discuss clothes to 
be taken along. 

Mr. Lichtenwalner: F-Advertising de- 
partment interview for news story back- 
ground, 

(1) Take formal and informal photos 
for press kit and other uses. 
(2) Get shareowner’s statement on 
purchase for news articles, etc. 
G - Arrange for transportation 

Mr. West: (1) 7-passenger car chauffeur 

Mr. Lichtenwainer: (2) Station wagon 

Mr. Lichtenwainer: (3) Publicity car 

Mr. West: (4) Radio 5-passenger car for 
Siegfried trip on Tuesday afternoon. 

Mr. Flood: H - Check on insurance cov- 
erage for trip. 

Mr. Lichtenwalner: | - Make hotel room 
accommodations for Allentown hotel 
and Hotel Altamont, Hazleton. 

J - Make meal arrangements and menu 
suggestions. 
(1) Tuesday 
general office, 
Mr. Oakes. 
(2) Tuesday evening dinner. 
Mr. Palmer and Mr. Flood: ‘3) Wednesday 


to the 


Directors’ luncheon in 
menu suggestions to 


Hazleton luncheon 4) Wednesday 
Hazleton dinner. (5) Thursday Sunbury 
luncheon, menu suggestions to Mr 
Mensch. (6) Thursday home division 


dinner, menu suggestions to home divi- 
sion vice-president 

Mr. West: K - Arrange for Sunbury and 
substation models as available. 

Mr. Storb: L - Arrange with employer, if 
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New Service Offers 


RESTING FACTS ABOUT PP&L OWNERS BBeizernav Circa 


CONGRATULATIONS TO MR. & MRS. PAUL O. PFEIFFER! Department Stores 
YOUR RECENT PURCHASE OF P.P. & L. STOCK | Cucaco, Sept. 24—A new type 
MAKES YOU THE COMPANY'S 75,000th SHAREOWNER. podimeansyraendywitbe gains) borg 


partment stores known as “Thumb- 
Nail” has been announced by 
Ralph Heineman, president of 
Ralph Heineman Inc., publisher of 
mat services of cuts used by sever- 
al leading department stores and 
copywriters’ manuals. 

Containing small illustrations of | 
| staple and semi-staple merchandise 
| in standard uniform sizes, the new 
| service permits flexibility of lay- 
| out. The service will be published | 
| three times a year, with each issue | 
| containing from 400 to 600 illustra- 
tions. The first issue, which is to} 
| be released about Oct. 15, will em-| 
|phasize Christmas merchandise. 


A RECENT SURVEY 
OF THE COMPANY'S 
SHAREOWNERS 


——— 
2? {utace & ont oe soumae Pre 


ee 
peccermeprers 


# An outstanding feature of the 
service is that the producer can 
| supplement it with actual illustra- 
| tions of the subscribers’ own mer- 
|chandise within three days and} 
at the nominal cost of $2.50 to $3.50 


‘is sending to its chapters 


per illustration, which includes art 
work and engraving. The coverage 
will include women's accessories, 
domestics, children's and infants, 
men’s and boys’ furnishings, and 
other items. 

A nationwide poll among ad- 
vertising executives of department 
stores was employed to determine 
merchandise coverage, art tech- 
nique and sizes of illustrations 


Kiwanis to Fete Newspapers 
Kiwanis International, Chicago, 
a bro- 
chure containing information, pro- 
gram suggestions and _ research 
material for the celebration of Na- 
tional Newspaper Week (Oct. 1-8). 


enw 


CUT ART COSTS 


‘poi 19h 


CLIPPER 
Multi-Ad Services, Inc. 
105 Walnut, Peoria, Ill 
THE CREATIVE ART SERVICE 


Holt lue 


ACCORDING 1O THE LATEST INFORMATION AVALABLE 

GT OTME® ELECTIN COMPANIES (THE ENTIOE ge 1a 
waorr? 4) = NUMBER OF MO OMY 
TWENTY ONE OF Ail THE THOUSANDS OF nisanactanees 
CORPORATIONS i THE UNITED STATES HEPOST LARGER NUM 
ems OF OWNETS 


Uhunking of ina heure We eu purchase of 
PP Bh stect 


The accounting fraternity includes 


h —Mr. \ . Pfeiffer. i : 
shareowner—Mr. ond Mrs. Paul O. Pfeiffer. The strip presents trollers, C.P.A.'s, Office Managers, 


results of a recent survey of the company’s shareowners. 


t UNUSUAL PLACEMAT—Pennsylvania Power & Light Co. used 
} this comic strip pl at a lunch honoring its 75,000th 


|The Accounting Fraternity is a May Ret. 
BIG and INFLUENTIAL 


Financial V.P.’s, Treasurers, Con- 
Independent Public Accountastts. 


| The Journal of Accountancy will pin-point your sales message to these 


any, for shareowner's time off. 

Mr. Rodgers: M - Mr. Oakes write to em- 
ployer on cooperation - as soon as under 
way. 


® Note, please, that this section 
above represents only a small part 
of the itinerary. 


the PP&L itinerary directs Mr. 
Rodgers, the publicity manager, to 


The full schedule | 
of events and assignments is five | 
times as long. The final entry in! 


do a “summary story for industry | 


and trade journals immediately 
following close of the tour.” Mr. 
Rodgers carried out the assignment 


and that’s how ADVERTISING AGE, 


got this story. 


DeLisle Named Media Director 

Anthony J. DeLisle, formerly 
with Armand S. Weill Co., Buffalo, 
and Campbell-Ewald, Detroit, has 
been appointed media director of 
W. B. Doner & Co., Detroit. 


Package Machine Men Elect | 
The Packaging Machinery Man- | 

ufacturers Institute has elected Ed- | 

win H. Schmitz, general sales man- | 


|'ager of Standard-Knapp division | 


of Emhart Mfg. Co., Portland, 
Conn., president. Other officers 
elected are S. Chester Markley, 
president of Comas Machine Co., 
Salem, Va., Ist v.p., and Mrs. Helen 
Horix Fairbanks, president of 
Horix Mfg. Co., Pittsburgh, 2nd v.p. 


| buyers of office machines, record-keeping systems, forms, and supplies; 


these advisors on taxes, investment and loan requirements, pension 
plans, and insurance programs. See S.R.D.S. Business Pub. Secti®n, 
Class. No. 20. 


: ESTABLISHED 1905 ® CIRCULATION 62,914 - 


The JOURNAL, of ACCOUNTANCY 


270 MADISON AVENUE - NEW YORK 16, N.Y 


Your best accounts you'll always find 
To Haire subscription blanks are signed, 

They've read our books for years and years 
And often write to give three cheers. 


Each book extends a helping hand 
To retail stores across the land. 

They merchandise the things you sell 
And never fail to ring the bell. 


COINC FROM REYEE TO REASON if you would like some solid facts shout any or all of 
our magazines and the markets they serve, we will gladly send them to you om request 


HAIRE TRADE MAGAZINES 
Covering Fleven Specialised Merchandising Fields 

GARE PUBLISHING COMPANY, 1170 Broadway, New York | HY. + iMieray Gil 3-870 

GRCAGO . PITTSBURGH + 105 ANGELES - BOSTON - ST. LOUL - ATLANTA + ZURICH - LONDON 
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Superior Expands Plant 

Superior Biscuit Co. Seattle 
maker of Oven-Fresh and Red 
Arrow crackers, cookies and fig 
bars, has bought 48,000 square feet 
of land adjoining its present plant 
to make room for expansion. The 
company distributes in seven west- 
ern states 


Leland Electric Names Agency 

The Leland Electric Co., Dayton 
O., manufacturer of electric motors, 
a division of the American Machine 
& Foundry Co., New York, maker 
of tobacco manufacturing machin- 
ery, has appointed Fletcher D 
Richards Inc., New York, to direct 
its advertising. 
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: om en ees eee 39 
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me, BUYING INCOME per CAPITA | ts 
; f among Sales Management's H Wy 
162 Metropolitan Areas aa ie. 


- 
Phese newspapers are pleased that 
~ the Quad-City area has moved 3 
steps ahead to lith place in the 
$ effective aes income category. 
This great depth of quality among 
240,000 Quad-Citians is a_ pretty 
good promise of success for the 
advertiser who has quality mer- 
chandise to sell and does it helen 4 
through The Argus and The Dispatc 
—the newspapers that cover 3 of 
the 4 Quad-Cities. 


ee ee oe 


Along the Media Path 


If you can’t see that account ex- 
ecutive behind his desk, it’s not 
because he isn’t there. He’s just 
hidden behind a stack of “reports,” 
“surveys,” “studies,” “presenta- 
tions” and other ad-seeking mate- 
rial from the magazines. Some cur- 
rent samples of “what every good 
agency man reads” are listed forth- 
with. 


e “The Vital Years...the Vital 
Market.” The vital years are 18 to 
35. These young adults “are easier 
to sell than older people” and they 
also “buy more of almost every- 
thing.” And of course they read 
Redbook (circulation 2,020,320 for 
the first quarter of 1952), which 
has “the most flexible rate system 
in magazine advertising today (on 
a four-color page, for example, the 
rate decreases from $8,180 at the 
one-time rate, to $7,155 at the 12- | 


CITY Limits | & 


City oF } 


tA Ghs Fr 
“ERY 
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om 


ae 


POPULATION 2500 AND UP 


OF ‘ELSEWHERE 


ACB Research Reports will tell you 
if they are advertising your brand... 
your competitor's brand...and to what 
extent... you see all 1,393 markets 
as one clear, coherent picture 


In and around the 1,393 cities in which 
daily newspapers are published there 
circulates newspaper display advertis- 
ing costing two billion dollars yearly. 


search Services. 


This newspaper advertising expen- 
diture is far larger than that of all 
other media combined. Yet you never 
see it! Aside from your home town. 
the other 1,392 key markets are pretty 
much a blind spot. 


What's going on .. . are ‘the mer- 
chants of these 1,392 “E.sewneres” 
pushing your brand . . . supporting a 


free on request. 


M ELSEWHERE #™ 


WHAT ARE THE MERCHANTS 


DOING? 


more than 15 years. It is rather diffi- 
cult to enumerate the many ways in 
which this information has been used. 
but suffice it to say it has provided a 
valuable tool for our advertising and 
sales departments over the years.” 


Send for new ACB Catalog 


If you are not thoroughly informed 
on the many uses of ACB Reports ask 
for the new ACB Catalog. Its 48 pages 
are filled with the uses to which these 
Reports may be put for more efficient 
management of sales and advertising 
and other useful data. Catalog sent 


More than 1,100 progressive com- 
panies are subscribers to one or more 


of ACB’s 14 different Newspaper Re- 


ACB SERVICE OFFICES 


— rival brand ... ignoring your field ... 

5 are competing brands dominating cer- ACB reads every advertisement 
oy) tain towns or areas with their nation- 
ote ally placed newspaper advertising ... 


The answer to these and similar 
questions are of vital importance to 
is manufacturers whose goods are sold 

= through retail outlets. ACB Reports 
: tell you exactly what is going on in 
any one or more of these markets. 


Leading merchandisers rely on ACB 
Reports. Lever Brothers Co., soap and 
allied product manufacturer says: 
“Various departments here at Lever 


Brothers have used ACB facilities for 


79 Madison Ave. « New York 16 
18S. Michigan Ave. + Chicago 3 
20 South Third St. « Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St.» San Francisco 5 


time rate).” McCall Corp., pub- 
lisher of Redbook, put this pro- 
motion book on film in a series of 
luncheons for agency men at New 
York's Biltmore Hotel and Chi- 
cago’s Kungsholm Restaurant. 


e “How to Sell to America's Big- 
gest-Buying Families with Chil- 
dren.” The way to do this is 
through Parents’ Magazine, which 
aims at “the age of accumulation 
(26-35 years).” This publication 
not only has “twice as high a per- 
centage of mother-readers as any 
other magazine,” but “a far higher 
percentage of father-readers than 
any other women’s magazine.” The 
handy brochure’s proud claim is 
that only 3% of Parents’ Magazine 
readers have no children. 


regular-weight suits, “Esquire sub- 
scribers include four regular- 
weight suits in their large and 
varied wardrobes, priced at $77.03, 
compared with a national average 
of $48.80 per suit.” This is also the 
drink’nest crowd. No less than 
“90.8% of Esquire men serve or 
drink some form of liquor, while 
72% of wives join their husbands 
in toasting a ‘bent elbow.’” 


e “Readership Study of Baby Care 
Manual.” This annual publication 
is put out by Parents’ Institute Inc., 
which also publishes Parents’ Mag- 
azine. The study in question was 
made by Crossley Inc. and “holds 
more than routine interest for baby 
product advertisers and media 
men, for it offers the answer to 
their ‘$64 Question,’ ‘How thor- 
oughly is your magazine read?’” 
The “formal authenticated proof of 
readership” is: “80% of the 
mothers who received copies of 
Baby Care Manual read all or most 


Sa 


OUT IN THE COUNTRY—This modern, ranch-type building houses the new tele- 

vision facilities of WXEL, Cleveland. Located at Pleasant Valley and State Road, 

Parma, O., just outside of Cleveland, the TV station has a rural setting. The Parma 
plant has three studios and is part of WXEL’s $1,000,000 expansion program. 


e “Esquire Subscriber Survey 
1952.” This men’s magazine is do- 
ing a lot to keep the account execu- 
tive hidden. Not content with an 
over-all study issued during the 
summer (AA, July 28), it is now 
coming out with 11 separate re- 
ports distilled from the master sur- 
vey. The latest two are on apparel 
and liquor. Esquire is not inter- 
ested in any age group. What it 
cares about is MONEY (average 
reader income is $10,472). Thus, 
Esquire points out that 44.1% of 
its subscribers own tuxedos. And 
while the average guy has 1.97 


of the editoria] content; 89°% said 
they read all or most of the ad- 
vertisements it carries; 95% of the 
mothers took Baby Care Manual 
home from the hospital.” 


e@ Other magazine tidbits which 
reach the account executive's desk 
are such items as: Argosy, “The 
Complete Man’s Magazine,” got 
33.8% more linage and 58.3% more 
revenue for its October issue than 
for the same issue last year, and 
the Brewers Digest’s September is- 
sue “carries more advertising pages 
than ever before carried by the 


THE LINEAGE LEADER with both men’s and 
women’s wear stores — and in many other classifications. 
Like these local advertisers, you too will find that in 
reaching men or women, the Courier-Express comes first 
as a selling force in the great 8-County Western New 


York Market. 


BUFFALO 
COURIER-EXPRESS 


Western New York's Only Morning 
and Sundoy Newspaper 


REPRESENTATIVES: 
SCOLARO, MEEKER & SCOTT 
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August Sales of Chain Stores 


— August ———— 
1952 1951 
Food Chains 
Paper Ge. ... 220s. $ Bnew $ ee 
National Tea ...... 31,456,540 26,294,226 
Safeway Sl _116.672.472 102,198,857 
Group “Total . . ++. §226,839,172 $202,608,408 
Mail Order 
‘Sears, Roebuck ..... $250,408.798 $230.059.810 
Sl cc nteeinecss 12,148,251 =: 11,951,432 
‘Montgomery Ware ... 101,149,592 98.508.497 
Group Total ...... $363,706.641 $340,519,739 
Drug Sake 
Peoples ............$ 4,442,335 § 4,169,842 
Walgreen 15,341,737 14,721,407 
Group Tutai ......$ 19,784,072 $ 18,891,249 
Variety and Miscellaneous 
Beck, A. S. Shoe ....$ 3,306,743 $ 3,392,700 
Bond Stores ...... . 4,232,528 4,263, 
Butler Bros. --ee++ 11,425,748 11,174,899 
a ae Retail 
2.223.584 2.161,605 
#:>Diona Stores Corp. 2.642, 2,467,137 
Edison Bros 6.019.518 5.876.053 
Fishman, " i mows 1.149.678 1,058,761 
rant, 22,323,501 21,477,976 
+*Grayson- Robinson 
. er 7.308.774 6.078.943 
‘Green, H. L. 8,274,352 8,155,354 
— Dept. 
Stor 5.119.567 5,165.96. 
Gamble Shogin> 11,341,084 12,304,772 
Kresge, S. S. ..... 24,974,475 24,220,446 
Kress, S. H ‘ 13,947.933 13.281,284 
Hed — in... 4.227.005 3.774.864 
; 8.281.548 7.964.496 
McLellan Stores . 5.160.574 4,965,475 
‘Mercantile Stores. 
epee 693.000 9.523.500 
t*Miller-Wohl =. 2.538.169 2.483.636 
urphy, G. 14,592.991  12.791.150 
Neisner Bros 4.972.647 4,802. 
Newberry, J. J is 13,493,185 13,113,274 
Penney, J.C. . . 90.808.465 85.594. 
National Shirt Shops . 1.322.913 1.316.421 
*Sterchi Bros. Stores 1,354.3 1.033.724 
Western Auto .. 17,207 6.139.000 
White's Auto Stores 1.925.500 1,316,352 


Group Total 


$287,337.869 $274,868.992 
Combined Total 388 


$897.707,754 $836,888, 


% Gain ——_-——8 months— —— % Gain 
or Loss 1952 1951 or Loss 
+ 6.0 $ 720,018,667 $ 682,209,380 + 6.0 
19.6 265,127,562 246,671,783 + 7.5 
$183 1,013,581,287 894,443,280 +133 
412.0 $1,998,727,516 $1,823,.324,443 + 96 
+ 88 $1.617.643,646 $1,488,885.632 + 8.6 
+17 81045532 85,809.531 — 5.6 
+_27 eis. 245,708 639,338,840 —_3.3 
+ 68 §2,317,154,886 $2,214,034,003 + 47 
+65$ 34,669,645 $ 32.250,421 + 7.5 
+ 4.2 115,666,06. ; ae + 4.0 
+47$ ie Soe 143,482,551 + 48 
—25$ 28,517,476 $ 29,406,722 — 3.0 
—07 45,203,792 45,448411 — 05 
+22 72,234,352 74512585 — 3.1 
+ 29 18,096,111 17,741,714 + 2.0 
+ —_— — 
+24 50.297.123 48,.729.679 + 3.2 
+ 86 7.286.351 6.749.535 + 7.9 
+ 39 152,942,279 150,626,180 + 15 
+20.2 — —_  — 
+15 55,071,111 55,455,210 — 0.7 
—09 33,722,865 34,460,630 — 2.1 
— 78 80, 390.410 80.049,136 — 0.4 
+ 31 185,040,093 159: — 333 + 3.2 
+ 5.0 102,271,169 +25 
+12.0 808, 33, 02: 322 + 85 
+40  61.842.312  60.319.753 + 25 
+39 31,609,418 30.035,384 + 5.2 
+ 18 65,139,300  64,351.200 + 12 
+ 2. ae a —_ 
+141 106.292.072 95,884.90 +10.9 
+ 35 35.808.627 35.775.864 + 0.1 
+29 798. 90.739.549 + 56 
+61 607.705.180  594.038.145 + 23 
— 10.843.420 10.153.943 + 68 
+31.0 8.476.219 5.773.385 +468 
+66 107.551.0000  103.441.000 + 40 
+46.2 14,279,660 9,137,955 456.3 
+ 46 $2,012.227.553 $1.954.842,026 + 2.9 
+ 7.3 $6,478,425.463 $6.135.683,023 + 5.6 


‘Seven month figures. *Not included in totals. +1951 figure combined is sales of Diana Stores Corp. 


and Angerman Co. {Beginning of fiscal year. “Six 


month figures 


magazine in a single issue.” 


e@ A new magazine is on the hori- 
zon, too. Fishing Tackle Trade 
News, published by Fred E. Owens 
in Wilmette, Ill, made its debut 
this month with 32 advertisers. 
The new publication will be issued 
ten times a year for the fishing 
equipment trade. It has an an- 
nounced circulation of 12,000. 


e Of course, magazines are not the 
only promoters in this business. 
The Illinois Daily Newspaper Mar- 
kets Inc., representing 49 dailies 
outside of the Chicago area, took 
New York agency men to lunch 
last week and presented highlights 
of a consumer buying study. Some 
40 grocery items were covered in 
the survey, the purpose being to 


show the admen that they can’t 
cover downstate Illinois through 
Chicago papers, magazines and 
radio. 


e Radio gets into the act also. 
WHLI in Hempstead, L. I., reports 
signing of 38 new sponsors during 
the summer and a net sales gain of 
21% over any previous July and 
August. The reasons, according to 
Joseph A. Lenn, v.p. and sales 
manager, are: substantial increase 
in home building, some 300,000 
summer residents on Long Island 
and a strong local programming 
policy. 


Cincinnati Has 365,000 Sets 

There are now 365,000 television 
sets in operation in the Cincinnati 
area. 


john j- 


stu 


6 Cast 3th Hreet 
Murra 'Y Hill JAAD 


photography in 


Industrial . Food 
Hill. Life - Mustration 


BripcEport, Pa., Sept. 23—James 
Lees and Sons last week launched 
its 1952 promotion for Home Fash- 


j}ion Time with 1,000-line ads for 


“|. those heavenly carpets” in 72 
newspapers from coast-to-coast. It 
promptly reported that thousands 
of its dealers throughout the na- 
tion tied in with cooperative ad- 
vertising in one of its most suc- 
cessful campaigns. 

A total of 167 dealers in the New 
York area alone tied in on the page 
opposite the Lees color ad in the 
Sept. 21 New York Times maga- 
zine section. 

Carl R. Asher, advertising man- 
ager for the carpet division, said 
the company supplied nearly 2,500 
newspaper mats for retailers. 


s The Lees national ad depicts a 
dreaming boy before a fireplace 
and a portrait of Lincoln. Copy re- 
minds readers that in America any 
boy can dream of becoming presi- 
dent. 


Lees Gets Tie-in Support from Retailers 


Free mobile display units, de- 
picting the same scene, has been 
provided for nearly 1,600 dealers 
The display will also appear as a 
commercial in the Lees “Meet the 
Masters” television series which 
starts on Oct. 19. 

The color ad also has appeared 
in Better Homes & Gardens, House 
Beautiful, House & Garden, Living 
for Young Homemakers, The Sat- 
urday Evening Post and Sunset. 

D’Arcy Advertising Co., New 
York, is the agency. 


Plans Film Clip Service 


Guild Films Inc., Hollywood, has 
announced its new Guild Sports 
Library, a film clip service featur- 
ing action shots of outstanding 
sports personalities. Available to 
television stations and agencies, 
subscribers also will receive card 
index and cross-index files, al- 
lowing immediate access by local 
sportscasters and station program 
directors. Distribution is planned 
for Sept. 29. 


' Blehart Co 
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Colle Co. Names Swenson 


Lowell H. Swenson, formerly as- 
sistant to the president of Hawkeye 
Steel Products Inc., Waterloo, Ia., 
has been appointed marketing di- 
rector, a new position at Alfred 
Colle Co., Minneapolis agency. He 
will work with agency clients on 
special merchandising services, in- 
cluding product research and mar- 
ket analysis. 


Niewenhous Joins New Agency 

Siebrand H. Niewenhous Jr.. 
formerly an account executive 
with the Pittsourgh office of Bat- 
ten, Barton, Durstine & Osborn, 
has joined Sullivan, Stauffer, Col- 
well & Bayles in an executive 


capacity. 
COMMISSION 


15% CALCULATOR 


For admen and publishers. New plastic slide- 
chart gives comm. and net on any gross figure 
PLUS 2% cash disc. and final NET. Size 5', 
x 9 Invaluable tool for desk or pocket. Send 
$2.50 on 10 day money-back guarantee. L. D 
10A Fiske Pi. Mt. Vernon, N. ¥ 


ITS color and its texture are always 


pleasing to the eye — but that isn’t all. 


AEN nn a IAD 


ee ee od 


You can feel the quality of this famous 


cover stock — made from rag stock 
and finest purified wood-pulp to pro- 


duce unusual strength and durability. 


If you want your trade journal, or 


house organ, or catalogue, or booklet 


to be read from cover to cover, be 


sure it has a Buckeye Cover. Available 


in white and 13 colors and in a wide 


variety of handsome finishes. 


| Fa 
ty SBbchett 
THE BECKETT PAPER COMPANY 


in Hamillon 


Vince 7848 
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Vancouver Island 
Newsprint Mill 
Opens Officially 


Duncan Bay, B. C., Sept. 23— 
The first newsprint mill to be built 
in Canada in the past 15 years was 
officially opened here last week 

The new mill, built by the Elk 
Falls Co. at a cost of $22,000,000, 
is located on Vancouver Island. It 


has actually been in production 


since June 

To herald its opening, Elk Falls 
ran full-page ads in ten British 
Columbia daily and weekly papers 
and in three trade publications 
(through O’Brien Advertising Ltd., 
Vancouver). Theme of the ads was 
that this was the first new news- 
print mill in British Columbia in 
the past 35 years, and the first built 
in Canada since 1937 


8 Direct mail pieces announcing 
the start-up of the new plant con- 


j Te scot Ae ee oe eee. S| + aaa oa 


sisted of a 28-page picture-story 
brochure, illustrated guest pro- 
grams for the opening day cere- 
monies, and six different invitation 
pieces, which were sent to more 
than 500 North American business, 
industrial and government leaders 
invited to the opening. 

Guests at the opening were 
treated to a scenic ship ride along 
the coast of Vancouver Island and 


through the Seymour Narrows, as, 


well as a tour of the vast 1,300- 
acre site of the new mill. The Elk 


A 


Falls plant is designed to produce 
320 tons of newsprint daily when 
it is in full operation. 

Elk Falls Co. is a comparatively 
new corporation, having been 
formed in September, 1950, by the 
Canadian Western Lumber Co. and 
Pacific Mills Ltd. 


WGTM Appoints Sullivan 

Henry Sullivan, manager of 
WCOG, Greensboro, N.C., will 
leave on Oct. 16 to become man- 
ager of WGTM, Wilson, N.C. 


a 


ATLANTIC 
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~ A trackless wilderness 
becomes a new 


IN THE MAKING 


Empire of tron 


look ahead. 


! 
| 
| Look for markets in the wilderness? 


Yes—if you 


Take the new iron ore discovery on the 


Labrador-Quebec border. Today, as engineers 


blast a railroad through the wilds, they say this 


may be the greatest undeveloped ore reserve in the 


world. Who can doubt that new towns, new ports, 


new industrics will come tomorrow? 


Yes, look ahead 


and across all Canada—and you'll 


want to look at your advertising schedules, to make 


sure The Star Weekly is there. For everywhere 
you look in Canada—at the aluminum developments 
in British Columbia, the oil boom on the Prairies, 


the soaring industry of the East—you sce the need 


for all-Canada coverage in your advertising. 


Only with The Star Weekly can you reach the 


most Canadians for the least cost. 


Every 


English-speaking centre is covered. And almost 


every family (99°;) pays cash for its copy every 


“ eck 


your guarantee of “reader results’’. 


If you want people to read your advertising 


and buy—sce that it runs in the publication 


that people buy to read. 


covers 


every centre 


dvertising Age, September 29, 1952 
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,; PROCEED AT OWN RISK—This eye-catching 
| display by Chas. Wm. Doepke Mfg. Co., 
Rossmoyne, O., model toy maker, is designed 
| to stop traffic. The “road barrier” is 6° 
| high, 18° deep and 3° wide. The toys are 
visible from all sides. Rowe & Wyman, Cin- 
| cinnati, is the agency. 


Dealers Featured 
in Emerson Radio 
Fall Ad Campaign 


New York, Sept. 25—The key- 
note of Emerson Radio & Phono- 
graph Corp.'s fall advertising cam- 
paign is a_ spotlight-the-dealer 
theme. 

Present plans call for all Emer- 
| son dealers to get personal men- 
| tion in newspaper ads some time 
' during the remainder of the year. 
There will be at least 1,400 ads in 
| 110 newspapers in 84 cities during 
{this national drive. Dealers also 

will be listed on outdoor posters. 

Full-color magazine copy will 

round out the campaign. Better 

| Homes & Gardens, Life, Look and 
| The Saturday Evening Post make 
up the list. 

Seasonal promotion—the World 
| Series, the election, etc.—will be 
| stepped up by the addition of co- 
Op newspaper space and radio 
spots. Point of sale material for 
| stores will emphasize the new side 
control Emerson TV set. 

Grey Advertising Agency han- 
dles the account. 


Lennox Furnace Sues RCA 
Over ‘Airflow’ Trademark 


Lennox Furnace Co., Marshall- 
;} town, Ia., has filed a trademark 
|infringement suit against Radio 
| Corp. of America, New York. The 
— grew out of the use of the 
word Airflow by RCA in its ad- 
vertising of a room air condition- 
~~ unit. 
he furnace manufacturer claims 
it has used the registered trade- 
mark, “Aire-Flo,” since 1931. It 
| contends the word Airflow which 
| RCA started using early this year 
|“is substantially the _ identical 
| trademark of the plaintiff.” The 
| suit asks that RCA be restrained 
from further use of the trademark 
and be required to pay damages 
resulting from use of the word to 
Lennox. 


Booklet Promotes ‘Real’ 


Real is sending out a photo book- 
| let, featuring Lee Tracy, who por- 
trays Martin Kane, the private de- 
tective, on NBC-TV and radio, to 
| 150,000 newsdealers. The new 
magazine for men has just put its 
first issue on the stands. The pho- 
to-essay, “Here’s the Real Dope,” 
depicts Mr. Tracy’s reactions as 
he reads the magazine. He also is 
featured in an article in the in- 
| itial issue, “Tough Guys of TV.” 


Juno of Canada Names Agency 


Muter, Culiner, Frankfurter & 
‘Gould, Toronto, has been ap- 
pointed to direct advertising for 
| Juno, English-made floor condi- 
|tioner, distributed in Canada by 
; the Juno Co. of Canada, Toronto. 
A series of newspaper insertions 
is currently running in selected 
markets, and a Toronto station is 
carrying a radio program. 
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Look North, Young Man... 


Canada Keeps Its Eye on the Ball; 
Result Isa Vast, Booming Empire 


By Bruce Bradway 

Ortawa, Sept. 24—There’s a 
new spirit north of the border. 

You begin to feel it when you 
board a Canadian plane and head 
north, or when you step into the 
lounge car on the train from the 
U. S. to Canada. There’s a new ex- 
pansiveness on the part of Cana- 
dians you see. 

You’ll meet the new feeling 
head-on when you convert your 
U. S. dollars into Canadian cur- 
rency—and find that U. S. dollars 
are discounted by the Canadians. 
You suddenly recall the American 
banker who said that his main dif- 
ficulty with regard to Canadian 
trade lay in getting hold of Cana- 
dian dollars. 

Toronto, which you remember as 
being a fairly staid, conservative 
metropolis, seems to have more 
bustle. In Montreal, you’re a bit 
surprised to hear residents occa- 
sionally discussing the western 
provinces. 


s You pick up a paper and find a 
story about a new Ontario Hydro 
Electric Commission project; or a 
report of a debate on the St. Law- 
rence Seaway which Canada pro- 
poses to build either with or with- 
out U. S. cooperation; or the latest 
news on the proposed railroad 
along the border of Newfoundland 
to the vast new iron deposits. 

But not until you fly up to Ed-| 
monton do you feel the real im-!| 
pact of what's happened in the 
past few years. 

Move out from crowded Edmon- 
ton and you'll find oil well rigs; 
you'll see the trucks and equip- 
ment of geophysical exploration 
crews; you'll sense the excitement 
of a lusty young frontier area; 
you'll find middle aged bankers 
who sound like youthful chambers 
of commerce boosters. 

In short, Canada is booming. 


® Of course, you knew this before 
you came north. You knew, for 
example, that: 

1. Canada’s population has in- 
creased 21% since 1941 and now 
totals 14,000,000. 

2. The gross national product is 
up 400% since 1929—and has in- 
creased more than three times 
since 1939. 

3. Canada now ranks seventh in 
manufacturing output among ail 
nations of the world. 

4. The average weekly industrial 
wage has about doubled since 1942. 

5. Canada has reduced its pub- 
lic debt some 15% since the end 
of the war. 


® 6. Foreign investments in Canada 
have increased one-quarter in the 
past two decades and now total al- 
most $10 billion. 

7. In 1951, Canada imported $2,- 
800,000,000 worth of products from 
the U. S. and exported $2,300,000,- 
000 in goods to the United States. 

You knew these things, but 
somehow the statistics aren't as 
impressive as the sight of dusty 
trucks loaded with oil well casing; 
frame sheds built in such a rush 
that no one thought to paint them; 
oil scouts from competitive com- 
panies exchanging rumors over 
breakfast in the hotel coffee shop. 

You can’t quite put your finger | 
on it, but you have the feeling that 
Canada is involved in a new gold 
rush—not quite as violent and 
brawling and lusty as the Klondike 
days—but definitely feverish. 


8 This new spirit is most impres- 
sive in the Alberta oil fields. Or at 
least you think so until you take 
a look at the British Columbia 


\Electric Co.’s new 500,000 horse- 


| power electric plant, or the Que- 
| bec North Shore & Labrador Rail- 
|way Co.’s new 360-mile railroad 
to the Quebec-Labrador iron de- 
posits, or some of the new news- 
print-producing installations. 

It’s the spirit of the frontier and 
it’s infectious. Still, ihere’s a re- 
spect in Canada for its European 
heritage—possibly more so than 
you'll find in the U. S. And you can 


still drive through rural Quebec 
and come upon windmills that 
heve been standing for some 250 
years. 


@ You become aware of the tradi- 
tions of English law and custom 
when you approach Peace Tower, 
which stands like a sentinel above 
the Parliament buildings in Otta- 
wa. And you begin to understand 
the wellsprings of the Canadian 


national feeling as you enter the 
still chambers of the House of 
Commons when it’s not in session. 

But neither Canadians nor Can- 
ada generally are surfeited with 
tradition. The people are too busy 
shaping an empire out of one of 
the most favorably endowed areas 
of the globe—an area larger than 
the U. S. and Alaska combined and 
almost as large as Europe with 
European Russia thrown in. 

Yet in work and at play, Cana- 
dians remain Canadians. It's a fact 
Americans often forget—and for- 
getfulness that Canadians find it 
difficult to forgive. 


@ There are regional differences, of | 


course. There are differences of 
opinion on almost every subject 
that men debate. Some of the opin- 


ions held have roots that go very 
deep, and an uninvited discussion 
of them by Americans is about as 
welcome as are the opinions of an 
Englishman in a Mason-Dixon 
Line argument. 

This tendency to overlook the 
fact that a boundary line separates 
the U. S. and Canada is laudable 
in official Good Neighbor policy. 
But the American who ignores the 
fact that a Canadian culture exists 
will find a cold reception, whether 
his purpose is pleasure or business. 

Granted that not all Canadians 
are concerned about the tendency 
of American mass media to sub- 
merge Canadian communications 
media in Canada. Still, there is a 
sizable and influential group of 
Canadians who feel that Canadian 
radio, for example, should main- 


TO SELL IN CANADA 


TALK TO CANADIANS 


AS CANADIANS 


Let your copy be Canadian; written for 
Canadians: addressed to Canadians. 


Put your good Canadian copy in a good 


Canadian publication. The Canadian people 


are proud of their own national periodicals. 


You can wisely select any one of the 
Maclean-Hunter publications here listed. 
Each and every one is tops in its field. 
Each one is an advertising medium of 
established strength. 


Each one is thoroughly Canadian. 


Maclean Hunter 


CANADA'S OWN 
PUBLICATIONS 


NATIONAL MAGAZINES 


Maclean's 
Chatelaine 
Mayfair 


Canadian Homes and Gardens 


es 


Bus and Truck Transport 
Canadian Advertising 
Canadian Aviation 


et ey 


t tive Trade 


Canadian Grocer 
Canadian Hotel Review 


tee 


and Restaurant 
Canadian Machinery and 

Manufacturing News 
Canadian Paint and Varnish 


Canadian Packaging 
Canadian Printer and Publisher 
Canadian Shipping and Marine 


Canadian Stationer and 
Office Equipment Buyer 
Canadian Trade Abroad 
Civic Administration 
Drug Merchandising 
Financial Post, The 
Fountains in Canada 
General Merchant of Canada 
Hardware and Metal and 
Electrical Dealer 


L'Epicier 


Le Prix Courant 

Men's Wear of Canada 

Modern Power and Engineering 
Painting and Decorating Contractor 


Plant Administration 
Sanitary Eng 
and Steamfitter 


ANNUALS, ETC. 


Bride's Book 

Book of Homes 

Home Decoration 
Business Year Book 
Survey of Industrials 
Survey of Mines 
Survey of Oils 
Directory of Directors 


PUBLISHING COMPANY LIMITED, 481 UNIVERSITY AVENUE, TORONTO 2, CANADA. 
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BRITISH 
COLUMBIA 


CANADA 
1951 POPULATION 
1949 TOTAL INCOME 


14,009,000 
$6,431,266,000 


U 


© aa 


Canadian Population (1951) and Total Income (1949) 


Ne mt y 


provinces 


in 
we 


a perspective, bal- the 


between U. S 


a proper 
and Canadian 


THE BASIC STORY—Canada is big—lorger than the U. S. and Alaska together—but about 62% of the 
people live in Ontario and Quebec and 64% of the total Canadian personal income goes to those two 
A glance at the tabulations will show that one-third of the entire Canadian population is 


controversy 
there is a national pride that de- 


exists, and that are as many different types of 


Canadians as there are Americans. 


Programs. serves consideration and respect. About half are of British origin— 
; Canadians, a Scots merchant will English, Scots, Welsh and _ Irish; 
@ This, too, is controversial. But tell you, “are like Americans—only about one-third are of French ex- 
it’s important for American mar- different.” It’s useless to press the traction (which accounts for the 
Beters to recognize the fact that point, to seek amplification. There fact that Canada is officially a 
_ 


a 
eee AB COCR PERS 


These are the Markets ! 


38% ABOVE AVERAGE 
IN BUYING POWER! 


® Guelph Daily Mercury 

@ Sarnia Canadian Observer 

© Welland-Port Colborne Tribune 
@ Moose Jaw Times-Herald 

® Prince Albert Daily Herald 

® Port Arthur News-Chronicle 

® Orillia Packet & Times 

© Oshawa Times-Gazette 

® Chatham Daily News 

e Galt Reporter 


® Kirkland Lake Northern 
Daily News 


© Timmins Daily Press 
ei ® Woodstock Sentinel Review 
2 © Quebec Chronicle-Telegraph 


@ Vancouver News Herald 


KEEP OUT OF CANADA 


UNLESS YOU KNOW YOUR MARKETS! 


ROPER merchandising follow-through will often 
_ tna the effectiveness of advertising from 
10% to 30%. These are some of the follow- 
through services available to you through the 
Thomson Dailies: 


BLANKET CONSUMER COVERAGE: Complete low-cost 
coverage thot blankets each local market. Adjustable sales 
impact with any frequency desired. Localized advertising 
is your most effective advertising. 


DISTRIBUTION CHECKS: Thomson Dailies advertising staffs 
will give you distribution reports, dealer reactions and other 
valuable point-of-purchase analysis. 


MARKET ANALYSIS: Each individual market covered by a 
Thomson Daily is reported in a detailed printed analysis. 
A great help to your sales department. 


CONTINUING INVENTORY CHECKS: Thomson Dailies have 
begun the first comprehensive drug store inventory checks 
ever sponsored by publications on behalf of their advertisers. 
Write for full details. 


RETAIL COOPERATION: The advertising and merchandising 
departments of the Thomson Dailies have the confidence of 
the local retailers for whom they act as merchandising counsel- 
lors. You can be certain of effective trade cooperation 
with any campaign placed in a Thomson Daily. 


THE THOMSON COMPANY, LIMITED 


: ~ Thomson /Powspapers 


ST. CLAIR McCABE + Advertising Director—44 KING ST. W., TORONTO—EMpire-3-8895 
225 UNIVERSITY TOWER, MONTREAL 


- HArbour 2793 


RALPH R. MULLIGAN: PUBLISHER'S REPRESENTATIVE — NEW YORK + CHICAGO + DETROIT 


located in the metropolitan areas of the ten largest cities. This map, h , is desi 
the relative importance of the various provinces as markets. Population dota i is ‘from the 1951 census, and 
income data is for 1949. 


bilingual country), and the re- 
mainder are American and Contin- 
ental origin. 

Canada’s various ethnical groups 
exhibit somewhat less of a tend- 
ency to merge in metropolitan 
“melting pots” than do similar 
groups in the U. S. 


s Everyone is familiar, of course, 
with French Canada, which cen- 
ters around the Province of Quebec. 
About three-quarters of the peo- 
ple of French Canada live in Que- 
bec province, which—like Louisi- 
ana—bases its civil law on the 
Napoleonic Code. (Quebec criminal 
law follows British legal tradi- 
tions.) 

But there are many other com- 
munities—particularly in the west- 
ern provinces—where the entire 
population is composed of people 
whose ancestors came from the 
same continental European coun- 
try. 

And there are areas in the Mari- 
time provinces—and in the Prairie 
provinces too—where the popula- 
tion is predominantly of French 
extraction. 


® But they are all Canadians. And 
most of them are aware of strong 
spiritual and cultural ties with the 
Commonwealth of Nations. They 
also are conscious of the business 
and economic ties with the U. S. 


d to indicat 


trade, commerce and cultural in- 
tercourse generally should be a 
two-way street. They also feel that 
many Americans haven't given this 
subject sufficient thought. 

Possibly the gap between the 
points of view of American and 
Canadian business men would be 
narrowed appreciably if Americans 
would take time out to imagine 
themselves as Canadians—to try to 
look at the U. S. and Americans as 
a Canadian would. 


® The outstanding requirement for 
success in this mental transmuta- 
tion is the realization that, to a 
Canadian, the U. S. is an economic 
colossus. Sheer size, titanic eco- 
nomic power, cultural and educa- 
tional influence and massive polit- 
ical forces are what he sees when 
he looks south. 

An American business man in 
some portions of the country can 
ignore Canada. He may never feel 
its influence. But the Canadian 
business man cannot sidestep the 
fact that to the south lies one of 
the two great power centers in to- 
day’s world. He is made aware of 
it daily, through all media of com- 
munications. 

Although Canada—if located 
anywhere else in the world—prob- 
ably would be a dominant political 
and economic force, the size of the 
U. S. forces her into second posi- 


But leading Canadians believe tion in North America. Canadians 
Canadian Cities of More than 50,000 
% In- Aver- Aver. 
City Area crease age Aver- Wkly. 
Popu- Popu- Since In- age House- Earn- 
City lation lation 1941 come Tax holds’ ings 
Montreal 1,021,520 1,395,400 21.8% $3,078 $286 343,546 $50.79 
Toronto ... 675,754 1,117,470 22.8 2,949 268 240,529 54.51 
Vancouver 344,833 530,728 40.6 2,893 236 119,049 52.92 
Winnipeg 235,710 354,069 18. 2,748 203 78,753 47.29 
Hamilton 208,321 259,685 31.3 2,835 219 56,087 57.12 
Ottawa . 202,045 281,908 24.6 2,921 221 49,645 47.03 
Quebec .. 164,016 274,827 22.3 2,954 218 42,415 42.94 
Edmonton . 159,631 173,075 76.9 2,832 222 43,493 49.57 
Windsor . 120,049 157,672 27.2 2,918 207 36,479 59.69 
Calgary .. 129,060 139,105 49.5 3,005 267 40,411 50.74 
London . 95,343 121,516 33.5 2,868 260 32,331 50.76 
Halifax ... 85,589 — 358 2,706 186 24,972 41.55 
Verdun —- - | — 1149 
(a residential suburb of Montreal; Montreal indicators apply) 
Regina 71,319 — 224 2,687 205 19,462 46.13 
Saskatoon ... 53,268 — 238 2,735 191 16,272 44.80 
St. John’s 52,873 *16.6 3,131 146 14454 —— 
Victoria 51,331 104,303 38.0 2,909 227 28,248 52.15 
Saint John . 50,779 — —19 2,688 199 17,303 41.35 
Sherbrooke 50,543 — 405 2,681 170 11,832 43.58 


*Since 1945. 


#Where the area population is not shown, the percentage applies to 


the city population increase. 
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have mentally adjusted themselves 
to the facts of life and they some- 
times feel that Americans also 
would be well advised to do a bit 
of adjusting. 


s The American who visits Can- 
ada with the proper mental atti- 
tude will find a warm reception. 
He may be unfamiliar with touches 
of formality (the toastmaster, for 
example, usually lives up to his 
name, and starts the festivities 
with a toast to the Queen). 

But, aside from a few things 
like this, Americans will feel at 
home, almost anywhere in Canada. 
= American marketers will find | 
that the Canadian market will re- 
spond to appeals that have proved 
successful elsewhere. There are, 
however, a few things which 
Americans could profitably con- 
sider: 

1. Canada officially is a bilin- 
gual country. But the French 
spoken in Canada differs in many 
ways from the French taught in U. 
S. schools. Direct translations from 
English to French in advertise- 
ments can lead to some extremely 
unfortunate interpretations. It is 
wise to check and recheck with 
people who know. 

2. The market of French Canada 
is a complex one. A knowledge of 
the people is important. The Ad- 
vertising and Sales Club of To- 
ronto, for example, believed the 
differences important enough so 
that it conducted a full-dress con- 
ference on the French market 
Sept. 23 at the Royal York Hotel. 
In general, however, observance of 
the proprieties and good taste are 
the principal requirements. 


8 3. While Canadians are conscious 
of their varied nationalistic back- 
grounds, they are Canadians first 
Appeals to nationalities as such 
usually are irritating to other seg- 
ments of the population. 

4. When mentioned at all, Amer- 
icans should realize that the Queen 
is referred to as the Queen of Can- 
ada. Aside from this spiritual link 
to the throne, Canada has no ties 
whatsoever with British political or 
legal matters. Common interest is 
the only tie that binds Canada to 
the Commonwealth. Good taste, of 
course, rejects mention of the 
Crown in advertising copy. 


s 5. Except for the oil fields and 
other parts of the western prov- 
inces, Canadian men are markedly 
more conservative than the males 
to the South. The apparel of Boston 
and San Francisco has more appeal 
than the clothing worn in Miami 
Beach and Los Angeles. But the 
conservatism is more than the cut 
of the cloth and Americans are 
wise to proceed accordingly. 

6. Mention of the U. S. and the 
“way we do it in the States” ‘s 
sudden death. 

7. Canadians appreciate the 
Americans who have taken the 
trouble to find out something 
about Canada. It happens so rarely. 

8. While Americans enjoy making 
unkind remarks about government 
and government officials, Cana- 
dians don’t feel that way—basically 
because the government encour- 
ages investment—and naturally re- 
sent attempts at this type of 
humor. 


8s 9. Don’t get mad when Canadians 
discount your dollars. Remember, 
Canadian dollars were discounted 
for years. It is wise. however, to 
keep a close check on the exchange 
and, where possible, arrange to 
purchase Canadian money in ad- 
vance. The discount may be steep 
if you're forced into an unex- 
pected exchange. 

10. Before supplementing a cam- 
paign with merchandising pieces, 
displays, etc., it is a wise plan to 
actually visit Canadian stores to 
see how they operate. The right 


material will find excellent ac- 


ceptance. The wrong material can 
kill a retailer’s enthusiasm faster 
than ice water. 

In approaching Canada either 
as an importer or an exporter, 
Americans must realize one salient 
fact: Canada’s population, which 
is one-tenth that of the U. S., is 
scattered over an area much 
larger than that of the U. S. 


® Actually, of course, the major 
markets are located in a strip ap- 
proximately 200 miles wide, im- 


mediately north of the border. The 
largest concentrations—both of 
population and of industry—are 
located along the St. Lawrence 
Valley and in Ontario, along the 
borders of the Great Lakes. Al- 
most 62% of the total population 
is concentrated in Quebec and On- 
tario. 

Another 812% of the population 
is located in British Columbia; 
about 615% in Alberta; 6% in 
Saskatchewan; about 512% in 
Manitoba; 442% in Nova Scotia, 


and more than 344% in New 
Brunswick. The remainder is di- 
vided between Newfoundland, 
Prince Edward Island, and the 
Yukon and Northwest Territories. 


@ The importance of the urban 
Canadian markets is evident from 
the fact that the country has ten 
cities with a city zone population 
of more than 100,000 (as shown in 
the 1951 census). The area popula- 
tions of these ten cities, incidental- 
ly, are equal to one-third of the 
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total population of Canada. 

Top city in size is Montreal 
(1,021,520 in 1951). It is located on 
an island in the St. Lawrence 
River and probably is the world’s 
largest inland port. Only Paris, 
among French-speaking cities, ex- 
ceeds Montreal in size. Its impor- 
tance derives largely from its lo- 
cation as a terminus for the in- 
land waterways, ocean steamship 
routes and the two transcontinental 
railway systems. 

Second city in size is Toronto, 


Lol 


Fach 


ES SALES 


|" HAS BEEN repeatedly said that “all sales are local”. That is true. No matter how 


national any sales and advertising campaign may be in conception and scope, it ; 


has to pay off in the movement of goods over thousands of counters in hamlets, villages 


and cities. 


Sales movement is retarded if two conditions exist 


. . spotty or inadequate dis- 


tribution and lack of knowledge on the part of the public, where goods can be pur- 


chased and sold . . . both these conditions thwart the sale of many well-known prod- 


ucts. Time and time again, advertising; sales policies; pricing and lack of dealer interest 


is blamed for ‘“‘below-par”’ sales. 


The Canadian Daily Newspapers Association continuously checks the availability of 


nena 


advertised goods through Canadian Opinion Co. surveys. They also keep accurate 


records of the amount of “dealer support” given to such goods. A pilot survey of 42 


daily newspapers in Canada showed that during 1951 these 42 newspapers carried , 


58,445 retail hookers “tied-up” to national advertisements. Thus, a great many national 


advertisers made their national campaigns thoroughly local. They told the public where 


to buy. The fact that a dealer joins up in supporting national advertising is proof that 


he has the goods in stock. 


Remember, there is no greater waste of advertising money or damaging effect on 


the reputation of a manufacturer, than to enthuse the public about merchandise, then 


have it unavailable or keep secret the places where it can be bought. 


Write or telephone the C.D.N.A. for a “distribution” conference, and for full facts 


on how to localize national advertising. 


Canadian 
DAILY NEWSPAPERS 


ASSOCIATION 


1. H. Macdonald, General Manager 


55 UNIVERSITY AVENUE, 


TORONTO, ONTARIO 
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SYMBOL OF POWER—One of Canada’s most important hydroelectric plants is La 

” Gabelle power project, operated by the Shawinigan Water & Power Co., Montreal 

While much of Canada’s electric power now comes from hydroelectric plants, an 

even larger percentage will be produced in this manner when projects now under 
construction of on the drawing boards are compieted. 


capital of Ontario, with a popula- 
tion of 675,754 in '51. Justified or 
not, Americans sometimes feel that 
Toronto is as British as Montreal 
is French. While Montreal is a 


focal point for heavy industry, To- 
ronto is the center of a light manu- 
facturing industry; is the impor- 
tant financial center and a vital 
rail, shipping, highway and air 
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Popula- 
tion 
(000) 
Newfoundland 361 
Prince Edward 
Island $8 
Nova Scotia 643 
New Brunswick 516 
Quebec 4,056 
Ontario 4,598 
Manitoba V7 
Saskatchewan 832 
Alberta 940 
British Columbia 1,165 
All Canada 14,009 


Post, Toronto 


*Basie data from the Dominion Bureau ef Statisti c 


Canadian Facts in a Nutshell* 
% of Rate Per Retail Retail Total 
Total of Capita Sales Sales Income 
Pop. Growth Income % Total Per Cap. (000,000) 
2.6% 12.3% $ 485 "s ( $ 51 
| 
| | 
0.7 3.6 582 / 67% 4 559 13 
4.6 11.2 754 | 176 
3.7 12.8 665 L 117 
29.0 21.7 805 23.5 606 1,399 
32.8 21.4 1,159 38.6 877 2,937 
5.5 6.4 970 6.4 858 340 
5.9 — 7.2 897 5.9 741 266 
6.7 18.0 965 8.0 884 436 
83 42.3 1,137 10.9 977 697 
100 21.8 958 100 7167 6,431 
1 made by the Business Year Book of the Financial 


center, resembling Chicago some- 
what in this respect. 

Vancouver (344,833), on the Pa- 
cific Coast, is the major western 
port and has become an impor- 
tant manufacturing center. Much 


of the grain from the western 
provinces is shipped from Van- 
couver, and its activities are be- 
coming increasingly diversified as 
it increases in size. 

Three generations ago (figuring 


ANNOUNCEMENT 


ad 


“ sl yo 


woos! 


Effective with the January, 1953 issue, the 
MeGraw-Hill DIGEST— the leading inter- 
national magazine of business, engineering 
and industry — advances to standard 7” x 


10. type page size. 


This increase from the present small for- 


mat will meet the 


request of many adver- 


tisers, agencies and paid subscribers for a 
larger size magazine. 


Advertisers will get more than twice the 
space for their sales messages to the 32,000 


overseas readers* 


of the McGraw-Hill 


DIGEST. Advertising agencies will save 
time and money in the preparation and 


handling of plates. And readers will get 


more news, better pictures, an easier-to-read 


magazine, 


ADVERTISERS will benefit in the fol- 


lowing ways: 


1. A big bonus in display space at reduced 


linage rates. 


2. Big savings in special plate production 
and handling costs. 

3. Greater dominance . . . (space 24 
times present size) .. . more striking dis- 
play ... more detailed text and illustration 
. . + better presentation of sales messages 
to top executives and technical men who 
make and influence the decisions on pur- 
chases from the U.S. 


*Pass-ulong readership brings the 32,000 figure to about 


McGraw-Hill DIGEST 
increases size to 


STANDARD 7’x 


Linage 
rates 
reduced! 


ADVERTISING AGENCIES will benefit 


in these ways: 


1. Less time and work to prepare copy. 
Interchange of plates and copy with other 


media now possible. 


2. Get valuable use of ads for direct mail, 


etc. 


3. Gain more space to maneuver with 
ideas, art and copy; more time between 
deadlines; save clients’ time and money; 
give clients more graphic ads—in sum, 
do a better job for clients. 


READERS will benefit in these ways: 


1. More readable magazine, more and 
longer stories, more graphic illustrations. 


2. The McGraw-Hill 


IGEST will be 


broadened editorially, with more manage- 
ment articles along with its present exten- 
sive coverage of technical developments 
in industry and engineering. 

The big McGraw-Hill DIGEST is your 
best medium for reaching big buyers 
abroad. Paid ABC circulation assures read- 
ership of your sales story...which can now 
be displayed in more striking, readable 
style to the world’s big buyers abroad. 


See new rate card and note substantially 
lower rates on linage basis. Consult our 
sales representative on a schedule. 


McGraw-Hill DIGEST [ud] 


330 West 42nd St., New York 36, N.Y. 


25 years to a generation) a dot 
on the map of Manitoba repre- 
sented Fort Garry, a Hudson’s Bay 
Co. post. Today, that dot is a 
metropolis (235,710 in 1951) and 
one of the world’s major grain 
markets. It is located in the center 
of an inland empire, with vast re- 
sources of cheap power, of nickel, 
lumber, pulp, gold, chromium, 
zine, silver and dairying. Its name, 
now, is Winnipeg. 

Every nation in the world, it 
seems, has to have a “Pittsburgh.” 
In Canada, this resemblance is ex- 
hibited most by Hamilton, Ont. 
But in appraising Hamilton’s steel 
mills and factories, many Ameri- 
cans overlook the importance of 
tobacco, grapes, peaches and other 
fruit from the Niagara Peninsula 
to the city’s 208,321 residents. 


® Canada’s picturesque capital at 
Ottawa (pop., 202,045), is located 
at the juncture of the Rideau and 
Ottawa Rivers. There is some in- 
dustrial activity, but government 
is the source of income for most 
residents 

Quebec City was destined to be 
a tourist center. The fact that it 
is the only walled city in North 
America guarantees its dominance 
as a highspot for tourists. But it 
is also an important market, and 
many of its 164,016 souls are en- 
gaged in shipping and manufactur- 
ing. 

In 1951, Edmonton, the capital 
of Alberta, had a population of 
159,631. But just spend a day in 
Edmonton and you'll see what busy 
men and the development of a 
great oil region will do to a prairie 
town. It is growing every day. 


s Take the oil rich states of Texas, 
| Oklahoma, California and Louisi- 
ana. Push them all together so 
that there is no overlap. Throw 
|them down on a map of western 
| Canada and they still won’t cover 
| Prospective Canadian oil lands. 
| The vast expanses of Canada 
|are difficult to imagine, unless you 
are willing to fly with the bush 
pilots. If you do fly north, you’ll 
|see new mining camps, like the 
one at Beaverlodge, Sask. And 
when you ask what they mine, you 
|may hear the terse explanation, 
| “uranium.” 

You begin to realize, on your 
return to Edmonton, that what has 
happened there could happen many 

| times again, perhaps on a smaller 
scale, elsewhere east of the Rockies. 


|@ Most Americans who visit Can- 
ada pass through Windsor, south- 
/ernmost Canadian metropolis at 
the tip of the Niagara Peninsula. 
Across from Detroit, Windsor also 
is an automobile manufacturing 
center. The city’s 120,049 residents 
| are fond of pointing out to visiting 
'Americans that they must travel 
north to go from Windsor back to 
Detroit. 

Calgary, also in Alberta, was 
primarily an agricultural and cat- 
tle metropolis—until the oil trickle 
became a flow. Today, it is also 
an important oil center and the 
1951 census figure of 129,060 prob- 
ably is low. 

London has a population of 95,- 
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BIGGER AND BETTER—Literally dozens of U. S. supermorket operators have visited 

the Steinberg chain of supers in Montreal, Ottawa ond other cities of Quebec to 

study Steinberg’s merchandising methods. A sort of Canadian Horatio Alger, Sam 

Steinberg built his mother’s small delicatessen store into a chain of more than 33 

ultra-modern stores spotted at strategic locations. Meats, eggs, poultry and perish. | 

ables all are pre-packaged. Sam roasts his own coffee and nuts, bakes his own | tk 

cakes and even operates a show card and sign painting shop for his displays. There 84,200* Daily Wuneae catement, Cand Set, 1088 
now are more than 2,300 employes in the entire operation. | 


343. It is the hub of Ontario’s solution to the newsprint shortage | 
problem, under present plans. And | 


agricultural area. 

When winter comes, Halifax's 
ice-free harbor becomes Canada’s 
major Atlantic port. The city, with 
a population of 85,589, is more 
than 200 years old and is noted for 
its excellent port facilities. 


ws Other Canadian cities of 50,000 
and more, with their 1951 popula- 
tions, are Verdun (77,391); Regina 
(71,319); Saskatoon (53,268); St. 
John’s, Newfoundland (52,873); 
Saint John, New Brunswick (50,- 
779); Victoria (51,331), and Sher- 
brooke (50,543). } 

Where does Canada’s money 
come from? It comes from agricul- 
ture; forestry, paper and pulp;) 
mining; fishing; the fur trade, and | 
other types of manufacturing—ap- 
proximately in that order. 

Farmers receive more than $2.6 
billion annually from farm prod- 
ucts. As a result, food is one of 
Canada’s most important exports. 
There are specialties, of course— 
wheat from the prairies, potatoes 
from Prince Edward Island and 
New Brunswick, and apples from 
Nova Scotia. 


| 
| 
| 


® But the diversified small farms 
of British Columbia; cattle and 
sheep raising of Alberta; cattle) 
and hogs of Saskatchewan; sugar) 
beets of Alberta and Manitoba; or- 
chards and dairy and meat pack- 
ing of Ontario, and mixed farming 
along the St. Lawrence River also | 
are of tremendous importance to 
the economy. 

About 35-40% of Canada’s total | 
land area is covered by forests. | 
More than 700,000 square miles 
of forest are deemed capable of | 
continuous cropping (about one-!| 
third are not yet accessible). | 


s The importance of forestry is! 
obvious from the fact that Can- 
ada produces some 54% of the) 
world’s newsprint, and supplies 
about 90% of the total used by} 
U. S. newspapers. It rivals agri-| 
culture as the country’s leading 
primary industry. 

In addition to pulp, paper, dis- 
tillate products and ties, the forest 
industries produce Christmas trees, 
balsam gum, cascara, maple syrup 
and many other products. 

But pulp and paper dominate. | 
Production in 1950 exceeded $900,- 
000,000, and more than $700,000,- 
000 of the production was exported 
About half is newsprint; a quarter 
is pulp and a quarter is paper- 
board and fine papers. About half 
of the total output comes from 
Quebec. 


s Last year, production totaled 
more than 5,500,000 tons. By 1960, 
the industry expects to increase 
output by another 1,500,000 tons 
annually. However, the predictions 
call for a still greater U. S. de- 
mand. 

Hence Canada cannot supply the. 


Your FUTURE 
is in 


CANADA! 


TEST Your product in Canada’s most Responsive, 
Co-operative TEST MARKET 


LONDON and Southwestern Ontario 


Completely dominated by 


Che London Tiree Press 


Western Cutario’s Poremest Meuspuper 


Business is pyramiding in 
this rapidly developing 
country with the Future 


Adv. Mgr. 


AA-3 Write C. G. Fenn 


A TIMELY THOUGHT FOR THIS FALL 


680,000 readers 
in Canada 


more than 130,000 
subscribers and newsstand 


subscribers’ 


verage family income aes 


is estimated to be 
double the Canadian W 


national average 
9 out of every 10 


bscribers have important 


positions in business, profes- 
sions, or government 


this mass market ‘.. , W 


~ of class readers makes 
TIM Canada’s 
_most important 


ADVERTISING OFFICES 
IN CANADA: 


Montesl, 910 Sun Life Bidg., 
Torosto, Bank of Nova Scotia Bidg. 


selling force! 


3 Soure: Canadian Advertising 
Reseach Foundation Survey 
of 11 magazines in Canada 
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While Canada Is Huge, Population Is Concentrated 


/ 


BRITISH 
COLUMBIA 


H 
/ 


. 


ALBERTA 


QUEBEC 


Wtter getting burned in the de- 
ssion, when mills were going 
Bait capacity and all major com- 
panies were bankrupt or reorgan- 
ized, Canadian suppliers are un- 
d@érstandably chary about under- 
taking further expansion. 
In 1951, Canada produced 3,500,- 
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Broader service 
for our clients in 


ATHOL C. STEWART, vce president 
in charge of our rewly formed 
Canadian Company, tos had broad 
experience in adverhsirg and mor 
keting in Canada. He wes previously 
associated with leading Canadian 
Advertising Agencies iv creative 
and administrative capacities 


NEW YORK . 


THE SALIENT FACT—Even though Canada occupies o vast land area, most of its 14,000,000 inhabitants live 
within about 200 miles of the U. S. border. The heaviest concentration of population lies along a line 


000 tons of steel, largely from three 
invegrated producers, Steel Co. of 
Canada, Algoma Steel Corp. and 
Dominion Steel & Coal Corp 


® Mining is the second largest pri- 
mary Canadian industry, with 1950 
production passing the $1.1 billion 


markets with a city 


mark. Canada supplies 80% of the 
world’s nickel, is the second pro- 
ducer of zinc, second of aluminum, 
fourth of lead and fourth of copper. 
Gold, silver, platinum metals, 
fluorspar, asbestos, cadmium, bis- 
muth, antimony, titanium and tin 
also are important—and steadily 


roBpeRT aNnabA) usr” 


& com paNY 


KINI 


Dhani the first year of operation 

in Canada our business has grown so 
substantially that we have moved to 
larger quarters and added to our 
executive staff. The new Company 
enables us to provide a complete service 


in Canada for our clients. 


Offices and Associates throughout the world 


ROBERT OTTO & COMPANY 


Pittinational pldetinng 


TORONTO - 


zone population of more than 50,000. 


becoming more so. 

Canada’s commercial fisheries 
market almost $200,000,000 worth 
of fish annually. The eastern por- 
tion of the industry is based on 
the cod and halibut of the banks 
off Nova Scotia and Newfound- 
land. 

British Columbia also is the 
source of a great deal of revenue, 
from halibut, salmon and herring. 


In addition, fresh water fishery 
output tops that of any other 
nation. 


The trapper with a line in the 
Northwest Provinces, a shack, only 


between Detroit and the mouth of the St. Lawrence River. This map shows the locations of all Canadian 


a dog for company and an occa- 
sional visit with a Mountie as his 
only social contact has largely 
passed into history. 

Today’s fur producer runs a fur 
farm. Or he flies in to his string. 
It’s still an important business— 
more than $20,000,000 annually, 
most of which comes from beaver, 
mink, muskrat and foxes. 


® Canada’s manufacturing indus- 
tries have diversified intensively 
in the past fifteen years. Both 
diversification and growth re- 
ceived their largest boost during 


w 


ise ™ 


two language market”. 


OVER 40‘; 


In one four month period, ninety-two national adver- 
tisers used Le Droit and ONE English paper to sell the 
Ottawa market. They realized that the French market 
(over 40% of the total) was too important to ignore... 
so they wisely reconciled a two paper budget with a 


OF THE OTTAWA A.B.C. 
CITY ZONE SPEAK FRENCH 


LE DROIT 


Daily Circulation Over 26,000 
Head Office and Plant— 
368 Dalhouse St., Ottawa 

U. S. REPRESENTATIVES— 


SHANNON AND ASSOCIATES 
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the war, when demands for in- 
creased production resulted in a 
vast expansion in output, diversi- 
fication of product and increase 
in the number of highly skilled 
laborers. 

About half of the country’s 
manufacturing output comes from 
Ontario and one-third from Que- 
bec. British Columbia is the third 
ranking province in terms of in- 
dustrial output. 

But the statistics don’t tell the 
story. You have to bounce across 
Alberta in a geophysical survey 
truck, watch the plane traffic in 
the sky, look at the derricks on 
the horizon, and hear the driver 
say: “You know, this boom is dif- 
ferent. Oh, sure, you've still got 
old-style wildcatters, promoters of 
all shades of gray and everybody 
else that goes with a boom. But 
the difference is that this boom is 
boomin: scientifically.” 


Ford PR Realigns Staff, 
Creates 3 New Positions 


The public relations office of 
Ford Motor Co., Dearborn, has re- 
aligned its staff and field organ- 
izations. Three new executive 
posts have been created to super- 
vise the activities of three or more 
offices or departments. 

Sydney W. Morrell, who recent- 
ly joined Ford, has been promoted 
to general public relations man- 
ager. Leggett Brown, who has 
been assistant to the director of 
public relations, Charles P. Moore 
Jr., will be manager of public 
communications. Leo C. Beebe, 
who was manager of the motion 
picture department, is manager of 
educational relations. All three 
will report to Mr. Moore. 


Doeskin Sales Are Up Again 


Doeskin Products Inc., New 
Yorx, reports that its sales have 
increased for the second straight 
month and its plants are now op- 
erating 24 hours, seven days a 
week. August sales were 23% 
over July, while July business was 
30% ahead of June, according to 
Emanuel Katz, president. In July, 
Doeskin launched a “crusade for 
fair profit” for retailers in the 
tissue business (AA, July 14). 
The campaign was directed pri- 
marily against International Cellu- 
cotton Products Ce., which was 
then engaged in a price-cut pro- 
motion for Kleenex. 


‘Digest’ Ads Back Two-way 
Trade for Democratic World 


Reader’s Digest has started a 
full-page newspaper campaign 
featuring messages stressing “the 
necessity for two-way trade in 
bringing prosperity and economic 
strength to the democratic world.” 
The theme will be “International 
business is good business.” 

The Chicago Tribune, Detroit 
Free Press, New York Herald 
Tribune, New York Times, Wall 
Street Journal and newspapers 
in Boston and Milwaukee are al- 
ready scheduled. Others will be 
added later. J. Walter Thompson 
Co. is handling the campaign. 


Chicago TV Council Elects 


George A. Heinemann, manager 
of WNBQ, has been elected presi- 
dent of the Chicago Television 
Council. Other officers elected are 
S. C. Quinlan, program manager 
of WBKB, v.p.; Mrs. L. S. Schwartz 
of the Advertising Council, secre- 
tary, and Jerry Stolzoff of Foote, 
Cone & Belding, treasurer. 


MIGHTY MONTREAL—Montreal, whose metropolitan area contains 
a population of 1,395,400 (1951 census), is located on Montreal 
Island in the St. Lawrence River. While Montreal is a major 


seaport, it also is important as an industrial, financial and edu- 
cational center. It is located 1,000 miles west of the Atlantic | 
Ocean and about 300 miles east of Toronto. 


Yonan Joins NBC Radio Sales 
William Yonan, formerly a radio 
network sales executive for Amer- 
ican Broadcasting Co. in Chicago, 
has been named coordinator of 
sales service for the radio network 
sales service staff of National 
Broadcasting Co. He will do sales 


Applies for Providence TV 
Television Associates of Rhode 
Island Inc. has been formed in 
Providence and is staging a public 
sale of stock. The group seeks one 
of two commercial 
cated to that city by the FCC. An- 
other applicant is WPRO, Provi- 


McCann Appoints Shem A.E. 
Carl A. Shem Jr., 
vertising manager of the foundry 


formerly ad- 


Archer-Daniels-Midland 
Cleveland, has been named an ac- 
count executive in the Cleveland 


and chemical products division of office of McCann-Erickson. 


Many Authorities Say 
“THE NEXT 10 YEARS BELONG TO 


SASKATCHEWAN’ 


ALL-TIME WHEAT RECORD forecasted with value estimated to 
roduce over $600,000,000—plus MILLIONS MORE from oats, bar- 


ey. flax, etc 


MILLIONS OF DOLLARS 


are also being spent 


in Saskatchewan this year on OIL and GAS exploration and new 


' OIL REFINERIES 


Indications 


are that Saskatchewan will 


shortly become the WORLD'S URANIUM CENTER 
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@.::, pencils, 


brushes, typewriters... 


these are the advertising agency's 


tools, 


They are only as 


good as the ideas, integrity 


and sound common sense 


behind them. 


COCKFIELD, BROWN & COMPANY LIMITED 


advertising . merchandising . public relations . commercial research 


MONTREAL , TORONTO . WINNIPEG . VANCOUVER 


ies TM Sete tee eI OR gees ee . th : re ee ad, = ee ae alt 2S ieee LAE se 4 a Se Sa AS ee a 
nore ope os 2 pie ae rem arg ae Eee st ee pe ae bo ee eR agree +) es I Soe Se, 
Roe ee ee er o a | ie ued Re ee ES 
Te act ‘ ae 
= ae | a cod ‘ & 
s Advertising Age, September 29, 1952 57 PRES 
53 | = ad 
ot } 7 — eR, 
<4 = s “ a 
Su oars 4 . ' . “~ eee ae 
: a , 4 ~ ; My 
i; —— , —— ai es a ‘ ve 
Coste ae - Gita, — : 2 “ _— a er i ee 
ay “et 7 ora, = oe ee sae eee — — —— ere 
wens 2 Ps, Bo Ge hee. | eRe <j ee ae can : bike , : : 
ae si not. ale cae! —* i is 2. ie ee eS ; ’ 
aa ae te: rik ek ere, oe. gee ig : 2 eae gt eS awe eyes 
i ae g ” ~~ Se < eeamiaeme ae et gk ee Peete C 
Laer = tue we “4 | a pela tert ipl’ heey See baie site 4 cae 
oe re OR aa a ae RU? vt 
- i oa aie 5S eo SA's NM) Pipe? Se Oia Be Li i ae 5 sf =. 
cos a et. Ne a OS “ices a eee 
isk So are eer ee Se ee Re ee 2 
hd fr. ray" aks ae igh See he: Je Beene. | Vater ie ee Se j eT Po Lo 
228 ee Aa ¥s F % a : 5 5 ane , ‘ : se 
ee ‘cl P 4 sls 4 , ee — SS ae 
Paes 7 — | es ~ 
a ng Fo 
oat Be 
ge 1 Raia Ee 
a ee 
Phe 1 ar 
a REGINA iia 
ve ae 
ae Se as Be 
2A ; Ee - : r 
ae a a 
ah ate, 
5s : F 
a ar 
i ea 
a % 
+ a yee 
‘ ine 
E Ej eA 
ie Bric: 
Sa 
ee Y 5 a 
ee 
(mee i : ae aw 
aon f tS. 3 
: oe 
i me, 
can a 
i Po = 3 
ie _~ 
ss i  ~w aa 
fad 7 Sees 
sa ; was 
at ae 4 fe: 
s aa gree 
et caer 3 
7 jo re noes 
: ie , 5 Srna 
es 
5 — if 
+ | j rs 
: te 
bitin ai ee ah Lait | oe So Se eae 
* a ae ae ie oe ee | - es 
: f tes 
a aS 
a 
4 i ‘hte ed 
: ; ail Estes 
Bee eee, 
oS | " ; tsa bos 
‘ ee "3 i s 
7 gga ae 
Si ® ‘aa one * 
123 ' ee ‘ es 
SS ae 
Paige pte nite 
3 # 7 a ; 
jah , aa. § 
‘ . t x ee 
7 oe age 
- . & 
a 7 — 
a ‘ ¥ Oe 
ie Po vgen 
‘ &. oH 
a os rm 
i a 
ae 2 ot aie 
od ~ 
ay on ee 
tee i | bid ee AEE aoe ” ee Ses - —— ' —— 3 i pez 
8, Fe ‘ 
ya ee ; f 
ue ee ot YS: 
Pe ‘ . ; mie ae 
a . > : ‘ ¢ , Stns ed 
oe an ici ee : Basi ‘ 3 i cel 3 a. ba rie nw seme 
— seas eae Betas ae est cn dam Me = Baer eee ee See ae ‘ Siete SM » is co Se a’ ks 
BS, 5 a econ ee eae OR ie. 5 eet a a Sere - eae ae ‘@ 4 a ibs Api ; 4, 
iL as - hee pote Se ee ee Aa: aoe). ne 1 o Se a i... re 6 vee, ed, ™ iS, ae Se eee ody . @& 22508 Ad Be en a * “Sige. - Se + 


58 


There Seems to be Plenty of Newsprint, 
But No One is Predicting a Price Decline 


New York, Sept. 23—Despite 
the easing off in demand for news- 
print, mill men and jobbers here 
do not believe that price reces- 
sions are likely in the foreseeable 
future, 

Two major factors are cited in 
support of this belief. First, Cana- 


—_—— 


Seo ate, 


it cant 


dian pulpwood cutting is expected 
to be 15 or 25% less than in 1951. 
It is pointed out that although 
pulp mills have been operating 
at capacity, they have not been 
able to use up last year's record 
cut of pulpwood. While the de- 
mand for pulp for newsprint con- 


tinues, other users of pulp have 
been cutting down on orders, The 
second factor is that, in conse- 
quence of this drop in pulpwood 
cutting, several big Canadian pulp 
mills have announced production 
cutbacks, in some instances up to 
20%. 

An article in a recent issue of 
Paper Mill News comments on this 
situation, and the current news- 
print bulletin of the American 


Advertising Age, September 29, 1952 


Newspaper Publishers Assn. notes 
that “curtailed pulp production 
might have the effect of maintain- 
ing the present newsprint price, 
while too much pulp production 
could weaken the price of pulp 
and possibly newsprint as well.” 


@® The Canadian Pulp & Paper 
Assn. reports that “the supply of 
Canadian newsprint will tighten 
rather than lessen from year to 


he done 


Place a sheet of paper on a table beside 


you, then sit in a chair beside table and 


swing your right foot clockwise. While 
still swinging your foot, try to write a 
figure 6 on the paper. Try it. 


MONTREAL 
W. E. BROWNING 
1106 Dominion Sq. Bidg. 


CHICAGO 
THE JOHN E. LUTZ CO. 
435 N. Michigan Ave. 


NEW YORK 
O'MARA & ORMSBEE 
420 Lexington Ave, 


It Can’t Be Done... any more than you 
can cover Canada’s rich metropolitan TORONTO 
market without THE TELEGRAM. 


In metropolitan TORONTO 


*130,97 2D Asus 


Read... Daily... Only One Daily Newspaper... 
THE TELEGRAM 


This exclusive Telegram circulation is greater than the adult 
population of Windsor, Calgary, Halifax, London, Regina or Victoria, 
When you plan campaigns for Canada’s major markets, remember 
exclusive “Tely-Toronto” is one of Canada’s largest “cities” 


THE TELEGRAM 


Daily plus Weekend — ere 


TORONTO 1, 


CANADA 


*Daniel Starch and Staff 
Represented in Canada 
by Gruneau Research Ltd, 


MORE THAN 500,000 PEOPLE IN CANADA’S 
RICHEST MARKET READ THE TELEGRAM 


year.” It notes that annual con- 
sumption of pulpwood in Canada 
does not exceed the annual growth, 
but that increased exports and 
higher domestic consumption have 
resulted in an adverse supply-de- 
mand situation. 

Newsprint production and con- 
sumption last month showed a 
slump. Newsprint Service Bureau 
reports total North American pro- 
duction of 584,327 tons and ship- 
ments of 587,583 tons, in August, 
compared with continental pro- 
duction of 586,137 tons and ship- 
ments of 580,584 tons in August, 
1951. Total mill stocks at the end 
of August were 149,665 tons, com- 

| pared with 159,148 tons at the end 
of August, °51. 


# Consumption of newsprint in 
August, as reported by ANPA, 
was 341,571 tons, compared with 
344,470 tons in August, ’51. Stocks 
of newsprint on hand and in trans- 
| it at the end of last month were 
|60 days’ supply. There were 49 
days’ supply at the end of August, 
kD? 

Total estimated newsprint con- 
sumption in the U. S. for the first 
eight months of 1952, ANPA re- 
ports, was 3,922,649 tons compared 
with 3,885,691 tons for the same 
period of '51. This includes all 
kinds of users of newsprint. Re- 
porting newspapers used 2,941,987 
tons of newsprint compared with 
2,933,697 tons in the similar pe- 
riod of ’51. 

It is significant to note in this 
connection Media Records’ current 
summary of newspaper advertising 
linage in 52 cities. This shows a 
total linage loss for the month of 
5,972,938 lines, a drop of 3.1% un- 
der the 192,527,546 lines for Au- 
gust, 51. For the year to date, the 
loss reported is 22,957,310 lines, 
a decline of 0.2% for the com- 
parable period of ’51. 


@ General advertising in August 
showed a loss of 5.6%, compared 
with August, ’51, and automotive 
advertising has a drop for the 
month this year of 18.7%. For the 
year to date, loss in automotive 
| linage is 9% and loss in general 
| linage is 7.4%. Classified adver- 
tising is up 5.4% for the year to 
| date and financial linage shows a 
19.7% gain. 
| An encouraging fact in the local 
| paper market is the recent pickup 
jin paperboard demand and pro- 
| duction. Orders are up 20.2% over 
|}a year ago, and production has 
| been stepped up 5%, the National 
|Paperboard Assn. reports. This 
|has tended to stiffen demands of 
/consuming mills for wastepaper, 
| which in recent months has been 
{something of a drug on the mar- 
| ket. 


Instrument Magazine to Bow 

Instruments Publishing Co., 
| Pittsburgh, publisher of Instru- 
ments, will begin publishing a new 
bi-monthly magazine, Instrument 
& Apparatus News in February. 
The publication will have a mail- 
ing of 100,000 to instrument and 
apparatus buyers. The mailing will 
be based on-lists provided by in- 
strument distributors. One-time 
single-page rate for the new publi- 
cation alone is $1,080. For adver- 
tisers who use both it and Instru- 
ments, the rate is $720. 


Caudell Adds Duties 


William Caudell Jr. has added 
the duties of sales promotion and 
advertising manager of Portable 
Elevator Mfg. Co., Bloomington, 
Ill., to those of sales manager of 
the refrigeration division. C. C. 
(Pete) Wack will continue as sales 
manager of the agricultural divi- 
sion. 


Reynolds Airs Harness Race 
Reynolds Metals Co., Richmond 
manufacturer of aluminum and 
aluminum alloys, will sponsor a 
CBS radio broadcast of the Ken- 
tucky Futurity, a major harness 
race, at Lexington Oct. 2. The 
as is Buchanan & Co., New 
ork. 
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Andrea Introduces 


New TV Receivers 


New Yor, Sept. 23—Andrea 
Radio Corp. will stress perform-| 
ance in its advertising of five new | 
TV receivers introduced to deal-| 
ers and distributors here last week | 

These 21” sets, all of which in-| 
clude AM radio, are priced from| 
$379.95 to $650. The company in-| 
dicated that only five models were | 
shown in the 1953 line to help 
retailers keep their inventories at 
a reasonable level. 

The performance to be given big 
play in the coming campaign is 
based on research indicating that 
Andrea sets now on the market 
have been requiring less than one 
service call a year, the company 
says. Theme of the drive will be 
“Stability, the hallmark of Andrea 
TV, your guarantee of lasting satis- 
faction.” 

Most of the advertising budget 
will be spent on a co-op basis, 
with newspapers receiving heavy 
emphasis. Company funds will be 
used for newspaper copy in New 
York. Radio, TV, and outdoor also 
have been approved for the co-op 
campaign. Retailers will receive a 
variety of dealer aids designed to 
lure customers into their stores. 

Royal & de Guzman handles the 
account. 


‘Maclean's’ Raises Rates 


Effective with its March 1, 1953, 
issue, Maclean’s Magazine, Tor- 
onto, will raise its rates based on 
an average net paid circulation of 
440,000 (ABC). Net paid was 433,- 
187 as of the Oct. 1, 1951, issue. 
Under the new rates a one-time 
one-page b&w insertion will go 
from $2,600 to $2,820 and all other 
rates will increase proportionately. 
Increased costs of production as 
well as increased circulation force 
the rate raise, according to Hall 
Linton, ad manager. 


Buys 16-Page Cartoon Insert 


The Oct. 8 issue of Scholastic 
Magazines will carry a new 16- 
page color cartoon insert from the 
Assn. of American Railroads en- 
titled “Railroads Deliver the 
Goods.” The insert deals with 
freight traffic operations of the 
railroads. Benton & Bowles, New 
York, is the agency. 


Sterling Promotes Gater 


E. T. Gater, who has been with 
Sterling Drug Mfg. Ltd. for ten 
years in an advertising capacity, 
has been promoted to v.p. in 
charge of advertising in Canada. 
He will supervise all consumer 
advertising, merchandising and 
sales promotion efforts. 


Tells Agency's Growing Pains | 

“Ulcer Promoters” is the title of 
a booklet by Jay Gabriel Bumberg 
Advertising, New York, now being 
offered to clients, prospects and 
other advertisers. The booklet re- 
ports on the growing pains of a| 
young agency in relation to ulcer- 
producing clients and conditions. 


‘True’ to Hike Rates in March 


True will increase its circulation 
guarantee to 1,750,000 with the 
March, 1953, issue and its b&w! 
page rate will become $5,250. Four- 
color pages will cost $7,350. The 
current guarantee is 1,600,000 and 
b&w pages are $4,690 and four- 
colors $6,565. 


Semple Forms Art Service 


John R. Semple, formerly art 
director for Simon & Smith, Port- 
land, Ore., agency, has organized 
his own advertising design, layout 
and art direction service. He has 
also been art director for Meier & 
Frank, Portland, prior to joining 
Simon & Smith 


Pabst Appoints Anthony 
Richard E. Anthony, formerly 
field sales manager for Lever Bros. 
Co., has been appointed employe 
relations director for Pabst Sales 
Co., sales division of Pabst Brew- 
ing Co., Chicago. He had been with 
Lever Bros. for 15 years in various 
sales positions. 
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DOWNTOWN TORONTO—Toronto, about 250 miles east of Detroit, is the chief 
city of Canada’s most populous province, Ontario. Almost one-third of Canada’s 
population lives in Ontario and, of these, 1,117,470 live in greater Toronto. The city 
is a vital industrial, financial, commercial and educational center. Meat packing and 


industrial machinery production are the leading industries in Toronto in terms of 
gross volue of output. 


McKee Glass to Taylor Ward 

McKee Glass Co., Jeanette, Pa., 
which recently became a division 
of Thatcher Glass Mfg. Co., Elmira, 
N. Y., has named Taylor M. Ward 
Inc., Ithaca, to handle advertising. 
Consumer and trade publications 
will be used. Previously, Ketchum, 
MacLeod & Grove, Pittsburgh, 
handled the account. Ward also is 
the agency for Thatcher. 


Jordan Names Gilbert Agency 

Jordan Mfg. Corp., New York 
manufacturer of Sea Nymph swim 
suits and swimwear by Hubert de 
Givenchy, has appointed Gilbert 
Advertising, New York, to handle 
its advertising. Advertising plans 
call for a $175,000 campaign using 
32 color ads in 20 publications. 


Grey Advertising is the previous 


agency. 


KBTV to Broadcast Tests 


KBTV, new Denver Channel 9 
television station, will broadcast a 
series of test patterns from Sept. 30 
to Oct 12. The station will be 
broadcasting on a full time basis 
by February. 


59 
‘Temas’ Splits U. S. Edition 


Temas, Spanish-language picto- 
rial monthly, has announced a spiit 
of its U. S. edition, making avail- 
able to advertisers the exclusive 
purchase of its New York circula- 
tion. Rates for the U. S. edition 
are $185 per b&w page and $290 
for four colors. Purchasers of the 
New York circulation only will 
pay $100 and $160. 


Surgical Co. Names Agency 
Becton, Dickinson & Co., Ruther- 

ford, N. J.. manufacturer of surgi- 

cal and medical specialties, has ap- 


pointed L. W. Frohlich & Co., New 
York, to handle its advertising. 
Advertising plans include cam- 


paigns on each of the lines carried 
by the medical company. 


ACraftsman 


or an Assembly Man? 


experience, pride one skill can pro 

dues the first one. Samples we send you 

SAV PB. may decide which one ~ your purpose 
eeeeeeeeseseeeeeeeeece 


WALK advertising typographer 
11 EAST HUBBARD ST., CHICAGO 14, HLL. 
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When Westinghouse dealers co 
report that women actually come into 
stores with a copy of the Digest and 
“ask for their kitchen equipment as 
advertised” . . . that’s what we mean 
by “LOCAL IMPACT”! 


And Canada is only one of many 
marketing areas where the Digest is 
doing this sort of effective selling. In 
every important export market in the 
world, the Digest is a powerful selling 
medium. 


Unmatched in 
COVERAGE — delivering 


the largest circulation and 


the most intensive coverage CLOTHES DRYER from dealers, of women actually coming into stores with a 
j ] Ve ket ji a copy of the Digest and asking for our kitchen equipment as 
2 See ny Me S Mi e advertised. This certainly proves the influence and read- 
reaches. 9 ership of the Digest as an advertising medium, and supports 
the gratifying Starch Readershin Surveys. 
, 2% 3 ; 
Unmatched in | He me Thanks again for your fine co-operation 
EFFECTIVENESS —as ug = —, and especially the trouble you have taken to make our 
, | latest promotion our high water mark in capitalizing on 
indicated by the 1311 lead- HESS megazine advertising. 
pF } i ell 
ing international advertisers ores . ; 
who used more than 13,000 | 
advertising pages during —s Westinghouse | ' 
§ i | K.R. Townsend, 
tne hemee eer oe ~ ee eee a | 


the past year. 


VALUE 


Digest delivers a larger audience at a lower 


Unmatched in the 
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lire David B. Crombie 
Reader's Digest Association (Canada) Ltd. 
44 King Street West 
TORONTO, Onterio 


Dear Mr. Crombie: 


I am glad to confirm tha 


to run, in addition to the Range Advertisement, another 
four color page on Television and Radio, which will make 
our Electronics Sales Manager very happy+ 


After being in every iss 


started carrying advertising in Canada our people, I know, 
will be most interested to see two Westinghouse color ads 
in the same issue. 


I know you will be interested to learn that 
many of our sales people in the field have definite reports 


Advertising and Sales Promotion 


THE NAME THAT 


MEANS EVERYTHING IN ELECTRICITY 


USE 
ED 


ee 
: 

HAMILTON, ONTARIO : 
August 8, 1951 : 


t we have decided 


ue since you first 
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cost-perthousand than any other publica- 


tion in the field. Editions today. 


In New York 230 Park Avenue. 


FOR FULL INFORMATION, write or call Reader's Digest International 


In Cuicaco — 333 North 


Michigan Avenue. IN Los Ancetes — 816 West Sth Street. 
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Milwaukee is thriving and expanding—reaching for 
the million mark in population. The metropolitan 
area now hits approximately 900,000. Dwelling 
units number some 270,000. 


The Milwaukee electric utility is building a new 100 
million dollar power plant to meet Milwaukee’s grow- 
ing demands. In 10 years the use of electricity has 
increased 85% in Milwaukee homes and 50% in 
industry. 


The telephone company is spending 12 million dollars 
annually for new exchanges and other facilities to 
handle increasing loads. More than 330,000 telephones 
are now served in the area, compared to 180,000 ten 
years ago, and the company still has a big waiting list. 


Construction contracts in the county reached an all- 
time high mark of $144,830,000 in 1951, and for the 
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last five years have averaged five times the volume 
of pre-war years. 


Milwaukee’s two billion dollar manufacturing pro- 
duction is the eighth largest in the nation, and the 
pay roll for factory production workers alone now ex- 
ceeds $11,500,000 weekly. 


More than 50 million dollars is being invested in three 
huge new shopping centers in the fast-growing fringes 
of the city. 


Booming business activities in the area are reflected 
in the pages of The Milwaukee Journal—with the 
largest volume of advertising ever published by any 
newspaper in the nation. Investigate this productive 
market-newspaper combination! 


THE MILWAUKEE JOURNAL 


Read in 92% of All City Zone Homes 
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Above Average 


As a sheerly entertaining show, “Celeb- 
rity Time”’—CBS-TV, Sunday nights, 10 
to 10:30—leaves very little to be desired. 

Sponsored since April, 1951, by Good- 
rich, “Celebrity Time” has been on the 
air consistently now for 
4 years. And it has 
been, in the opinion of 
this reviewer, fairly 
consistently good. 

This is no unsensa- 
tional record, since 
“Celebrity Time” is not 
built around an out- 
standing comedian or 
singer or dancer. The 
only personality who 
recurs, week after week, is Conrad Nagel 
—and he recurs, chiefly, as a sort of 
genteel emcee. In fact, Mr. Nagel—al- 
though a celebrity—is the least exciting 
element on “Celebrity Time.” Mr. Nagel 
strikes this reviewer as a sort of intellec- 
tual Ed Sullivan—an Ed Sullivan who 
took a course, or had some experience, 
in the art of pronouncing words distinctly 


Conrad Nagel 


Salesense in Advertising... 


and correctly. It is quite possible that 
Mr. Nagel has at some time been desig- 
nated as America’s outstanding tire sales- 
man—if so, he and Mr. Sullivan have even 
more in common. 

“Celebrity Time” is a variety show 
without dog acts, acrobats or jugglers. 
It features chiefly. . .celebrities. 

The commercials—for tires or Koroseal 
—are well done. In fact, tires—like Nagel 
and Sullivan—are almost as colorless as 
spark plugs. Yet most tire shows have 
managed to have commercials of unusual 
interest, and Goodrich is no exception. 
Its commercials are interesting, informa- 
tive and full of reason-why. 

“Celebrity Time” is easy to look at and 
listen to—not necessarily a habit-forming 
show, like “What’s My Line,” which fol- 
lows it and does not vary in pattern 
from week to week, but a show that one 
turns to when no habit-forming shows are 
in direct adjacency. It is above average 
without being above missing, if one feels 
so inclined. However, what TV show is 
above missing if one feels so inclined? 


About Insurance Advertising: Are 
Oblique Campaigns Justified? 


By James D. Woolf 
Advertising Consultant 

“People like to be sold. They rarely 
realize it, and they usually deny it. They 
will tell you ‘I like to buy things, but I 
hate to be sold.’” 

So declares an editorial in a recent 
issue of Wood Con- 
struction & Building 
Materialist. I agree 
with this observation. 
But I know of others 
in the advertising 
brotherhood who al- 
most certainly disagree. 
They belong to that 
strange school of ad- 
men whose work seems 
to indicate a belief that 
advertising salesmanship is an imposi- 
tion on the public. Apparently they be- 
lieve that nobody in his right mind will- 
ingly reads an advertisement. In the words 
of the great John E. Kennedy, they ap- 
pear to operate on the assumption that: 

1. “Copy should be extremely brief,” 

2. “Consisting of a few words only,” 

3. “And these displayed in big black- 
faced type,” 

4. “With splurge pictures and lots of 
white space.” 

Their campaigns show an obvious lack 
of conviction that the consumer has the 
slightest interest in the facts about the 
things he buys. He resents being told why 
the purchase of a given product is a wise 
one. He doesn’t want help, thank you. All 
he wants is to be left alone to make up 


James D. Woolf 


his own mind. He never, never reads ad- 
vertising—and if you don’t believe that, 
just ask him. 


s “The truth of the matter,” asserts the 
editorial just quoted, “is that except for 
common everyday necessities, there is 
very little self-propelled buying. Most 
of us secretly yearn for someone to come 
along and tell us how to go about buying 
something.” 

I think that’s right. Most of us like to 
have our purchases justified for us. When 
we buy a more expensive dingbat than we 
can really afford, we are prone to ration- 
alize our extravagance by explaining why 
our purchase is worth the extra cost. 
“It’s made of aged-in-the-wood Afghan- 
istan goatskin, mind you, and is hand- 
rubbed by Mongolian friars. It'll wear 
twice as long as the ordinary kind, you 
know.” 

I know that people like to have their 
purchases justified from personal ex- 
perience as a retail salesclerk. When I 
was still in my teens I did a stint of two 
years in a shoe store. I learned emphatic- 
ally that people like to be helped in the 
study and comparison necessary to make 
a wise selection. When their choice wav- 
ered between a pair of shoes costing $5 
and another costing $6, they would press 
me relentlessly to explain why the costlier 
pair was worth the extra dollar. They 
didn’t want to be high-pressured, of 
course—but they wanted to be sold. When 
in my ignorance I couldn’t provide them 
with the facts they wanted, they often 


Lasker Heads the Shipping Board 


School Ads’ Effectiveness Varies 


dismissed me and asked for the boss. 

Unless one has stood before such peo- 
ple as these and studied their anxious 
faces, watched them rub the leather of 
a shoe with a worried thumb, seen them 
uncertainly compare one value with an- 
other, finally to explore their wallets with 
calloused and sometimes grimy hands, 
and then, slowly, count out their hard- 
earned cash, one must find it difficult not 
to feel poignantly the overwhelming im- 
portance of money in the lives of most 
people. 


8 More than any other one thing, I think 
it was my experience as a retail shoe 
clerk that has made me such an ardeni 
believer in advertising as an instrument 
of reason-why salesmanship. I am for- 
ever convinced that on merchandise that 
represents an important considered pur- 
chase, as against trivial impulse items, 
people do want to be sold. All of us enjoy 
dealing with stores that are staffed with 
salespeople who know their merchandise. 
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I can think of few things more irritating 
than being waited on by a lazy, empty- 
headed, know-nothing clerk, all too com- 
mon in our present climate of let Uncle 
Sammy do it. 

By the same token, as I see it, people 
enjoy “dealing” with advertising that is 
“staffed” with copy that “knows” its 
merchandise. I can think of few things 
more annoying than being “waited on” by 
a lazy, empty-headed, know-nothing ad- 
vertisement. Especially if one is a pros- 
pective purchaser. 

It is probably true that few people 
willingly read advertisements of com- 
modities in which they have no interest 
whatever. If I have just purchased a new 
edition of The Encyclopaedia Britannica, 
for example, I am not likely to read avidly 
its current advertising. I am just a casual 
looker-on, a bystander, for this category 
of merchandise. Hence it is not necessary 
that such copy be interesting to me. Or 
to the Starch readership surveys. Or to 
the advertising profession. Or to the boss. 
Or to the copy man’s colleagues in the 
agency. 


8 Probably the costliest error commonly 
made in advertising is that of failing to 
talk directly to likely prospective pur- 
chasers, the people who want to be sold. 
When this error is made it is usually the 
result of an assumption that fact-packed 
selling copy is an imposition on the people. 
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Creative Man Tosses a Bouquet 


The frustrated writer, believing fatu- 
ously that practically nobody reads seri- 
ous advertising, resorts to (1) “clever- 
ness,” or (2) to extreme brevity, as de- 
scribed by John Kennedy, or (3) to ob- 
liquity. Inasmuch as I have dealt with 
“cleverness” and brevity many times be- 
fore, I shall confine the remainder of this 
column to the folly of obliquity. 

Webster’s complicated definition of ob- 
liquity includes “divergence” and “in- 
directness.” Nowhere is the oblique or in- 
direct approach more commonly used to- 
day than in the advertising of insurance 
companies. The notion seems to be that 
insurance is as unattractive to most peo- 
ple as the bubonic plague or taxes. 

Insurance copywriters quite evidently 
believe that insurance advertising is just 
about the last thing in the world people 
want to read about. And as for liking to 
be sold—“Good heavens, man, are You 
balmy?” Since insurance is such a dre@d- 
ful anathema, it would appear there is No 
surer way to destroy reader interest than 
to mention the repulsive subject in the 
headline, or anywhere else in the ad for 
that matter. So let’s trap the innoc@gnt 
reader by sneaking up on him obliquely: 
the “divergent” or “indirect” approagh, 
you know. t 
@ Thus we see advertisements like é. 
current John Hancock page headlined 
thus: “He gave the world a dream of 
peace.” We are told in the copy that 
Woodrow Wilson had “a sense of his coulft- 
try’s high place in history,” but by not ofe 
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word are we told why we should buy a 
John Hancock insurance policy. The ad is 
really a very nice essay on what a won- 
derful blessing peace is, but I suggest 
it ought to be signed by the Advertising 
Council or by the Ford Foundation. 

Then there is the current page of Na- 
tional Life of Vermont that seeks to snare 
the reader with this headline: “ ‘All well!’ 
...cried the British Sentries. But all was 
not well. For Vermont scout Remember 
Baker lay within earshot, reconnoitering 
enemy defenses, gathering information 
vital to the American cause.” 

Great American Insurance Group, lead- 
ing off in its page with “Birth of a cur- 
rency,” explains that “Much has changed 
since the striking of the first U. S. coin,” 
etc., etc. 

Are these oblique campaigns justified 
on the basis of their presumed “prestige” 
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but 
survey 


Maybe so, 
after 
generally has 


value’ 
Survey 


or “institutional” 
not in my 


shows that today the public 


book 


confidence in the integrity of insurance 
companies. According to my lights, it Is 
the job of insurance advertising to sell 


insurance, overtly and proudly, as the an- 


swer to a need 


exaggeration to 
within 


@ It is probably not an 
say that men harbor 
their souls an uneasy realization that the 
if any, is insufficient 
intend to buy 


most deep 
insurance they hold 
They 
more 


may argue that they 


when they get good and 
ready, but, by heck, nobody 
sell it to them, Such 
just so much poppycock. The fact, and I 


Insurance 
is going to 
protestations are 
speak with some experience in this field, 
is that people like to be sold insurance, 
even though they may protest that they 
don’t. Usually, after the been 
made, they heave a sigh 
and relief, and thereafter they are for- 
the the adver- 


sale has 


of satisfaction 


ever grateful to man or 


Employe Communications... 


tisement that bestirred them into action. 
I submit two advertisements, repro- 
duced herewith, that were written on the 
that insurance is a subject 
of genuine interest to people. These ads, 
ignoring the lookers-on and the by- 
standers, make a direct and open approach 
to probable prospective purchasers. What 
possibly could have been gained if at- 
tempts had been made to trap the reader 


assumption 


with headlines of the indirect “teaser” 
type? 
Yes, I think it is true that “Most of 


us secretly yearn for someone to come 
along and tell us how to go about buying 
something.” That goes for insurance, or 
a new chapeau for milady, or an automatic 
clothes dryer for her laundry. 

Speaking of this latter item, listen to 
Tony Marvin talk salesense about the 
Frigidaire clothes dryer. Arthur Godfrey 
kids him a bit, to be sure, but there’s 
nothing oblique about Tony's pitch; quite 
obviously he believes that people like to 
be sold 


Case Study in Communications 


“By Robert Newcomb and Marg Sammons 
employer-employe communica- 


It must experience 


Good 
on starts at the top 
@ helpful hand at lower levels of manage- 
ment, since no top official can be ex- 
Bected to carry the load alone. But the 
green light that puts 

the motors of commun- 
ication in motion must 
be flashed by Mr. Big. 
The communications 
program at the Geo. D. 
Roper Corp. of Rock- 
ford, Ill., emerged from 
a blueprint executed by 
Stanley H Hobson, 
president. In 


Shonies H. Hobson Roper's p 
these swift and unsure 
ay he observes, the head of a com- 
ny is inclined to know less and less of 
his people, and his people less and less of 
the company and him. The shoe, he points 
Ht, ought to be on the other foot. 
To arrange this, President Hobson gives 
s program his personal, continuous at- 


es And to communications he gives 
old-fashioned, much-needed personal 
touch. He frequents his plant and talks 
with his people, with proper consideration 
for the fact that the supervisor is the 
welding agent between top management 
and the shop. He sits in supervisory meet- 
ings as an auditor, and at 25-Year Club 
dinners and similar employe socials, he 
dodges the speakers’ table in order to dine 
with those below it. At company picnics he 
moves affably from one gabfest to another. 
Since communication is subject also to 
union attitude, he sits with union groups 
to explore willingly areas of possible error 


on either side, and to reach the conclusion 


Tips for the Production Man... 


fairest to all. He rose from the ranks, is 
proud of it, and refuses to lose the view- 
point 

He feels that a company has a com- 
munity obligation, not to tell how good 
the company is, but simply to tell what it 
is doing. Roper newspaper ads, done in 
news style, broadcasts with Roper per- 
sonnel participating, and news-letters for 
employes have no function other than to 
inform. If they make friends on the way, 
all well and good. 


s A few Sundays ago, the banks of a river 
that meanders through Rockford grew 
weary of holding back a threatening flood. 
In an incredibly short time, the water 
gorged into homes, bringing panic and dis- 
aster. Hobson had responded at once to 
the early morning distress signals; hip 
deep in water, he calmly aided the dis- 
traught residents of the section. He fash- 
ioned a measuring rod from a stick, and 
advised fearful fellow-townsmen of the 
rate of the water’s rise so they could pre- 
pare for it. 

The following morning he arranged for 
relief squads among volunteer Roperites, 
on full pay, to aid the stricken Roper peo- 
ple, also on full pay. The company loaned 
not only manpower, but trucks and pumps. 
Roper employes contributed time, clothing 
and money. Hobson, wise in public rela- 
tions, blocked all press mention of Roper’s 
good deeds. Like his fatigued co-workers, 
he felt that aiding the stricken is no theme 
for press-agentry. 

He could not, however, muzzle the union 
The union paper gave the com- 
pany a salute such as one rarely sees in 
the mouthpieces of organized labor. 


press 


Need for Greater Range in Ink Colors 


By Kenneth B. Butler 

I have just received an announcement 
of a new offset ink color guide 
IPI (International Printing Ink). I 
pose I should be very grateful, and I am 
I always am glad to receive new ink sam- 
ple books issued by all ink makers, for I 
know they cost a pretty penny to produce. 

One thing bothers about 
sample books in general. I never seem to 
be able to find in them those interesting, 
elusive, in-between 
this respect the graphic arts industry lags 


issued by 


sup- 


me, though, 


shades of colors. In 


shade of ink, I have to clip out a small 
sample from some other piece of printed 
literature, or a swatch from a cover stock 
sample book, or even a piece of cloth. 
From this the ink maker or my printer 
laboriously, and with extra expense to 
me, tries to effect a reasonably good color 
match 

But if I wish to redecorate my living 
room, I go down to the Jewel Paint dealer 
and borrow for an evening his big Color- 
izer paint book. Here, scientifically and 
progressively, I can wander through hun- 


far behind, for example, the paint ing, sreds of shades of pink, or gray, or green. 


dustry. 
If I do not wish to use a fairly standard 


They shade from warm grays down 
through cool grays. Grays that are almost 
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The Creative Man's Corner... 


rorercre 


- Bouquet for Thyoquent 


NEW CLEAR STAINLESS 
LIQUID DRIES UP 
“TEEN-AGE’ PIMPLES 


-and i?'s invisible on the skin ! 


middle aged man to his wife 


first to sport a set of falsies’ 


to middle age. 


pimples” in the headline 


\ 

; gets one of our rarely given bouquets. 

5 

§ 
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black or charcoal, to grays so light you 
have to look twice to determine if it is 
gray or fawn. 


s These are truly decorators’ colors, and 
exhibited so that you can match almost 
any delicate shade. Moreoever, if you are 
tired of the conventional, you can launch 
out on a color adventure. Decorators are 
creative, but should they be more so than 
designers of printing and advertising? 


Despite a strict division of responsibilities between ourselves and the 
character who runs The Eye and Ear Department, we are—occasionally—ex- 
posed to advertising that is heard rather than read; and the other morning, in 
our car, we were set to ruminating on the limits of good taste when we chanced 
to hear a commercial for a product aimed at wearers of false teeth. The com- 
mercial was dramatized in part and concerned a cooling of affection of a 


When the good lady—-who obviously had given her spouse the best years of 
her life—mustered up the courage to ask him just what had happened be- 
tween them, she got an answer like this: “Well, gosh, Mary, since you've been 
wearing false teeth your breath has been awful!” 

' Something impelled us to turn the radio off immediately, and we were 
curious to find out just what it was. Could it have been our own loosening 
ivories—and the imminence of the day when we (and our own good Missus) 
might have to chomp with chompers not our own? Or did we feel this some- 
how reflected on the father of our country 


No, it seemed to us we resented the implication that two people, after half 
a lifetime together, could be represented as being so crude in their relation- 
ship, so lacking in concern for each other’s feelings and frailties. The com- 
mercial assailed the dignity which we have been feeling of late attaches 


Then we came across a printed advertisement with the term “teen-age 
an advertisement for a new, clear, 
that dries them up; a liquid calied Thyoquent 
pimples and have shuddered at them, as we shuddered at the denture breath 
commercial. But somehow, perhaps because of our growing concern for the 
problems of youth, this Thyoquent advertisement didn’t offend us at all. In- 
deed, we felt it a notable example of service to the young who, these days, 
have little of moment to contemplate and, on top of that, suffer from acne. 

As a matter of fact, we felt so good about the Thyoquent ad, we began wish- 
ing it had been nandled a little more professionally—except that some pro- 
fessional might have insisted on a large photograph of a pimply face right 
spang in the middle of it. The copy tells a clear and understandable story, 
but needs a little more drive and repetition. And the use of drawings of 
testifiers at the bottom (instead of photographs) and initials (instead of actual 
names)—which militates against credibility—could easily have been justified 
by a little note explaining that, to avoid the embarrassment always associated 
with teen-age skin, real photographs and real names had been avoided. 

Such obvious concern for human sensibilities would, in our opinion, have 
added much to the sheer selling power of the advertisement, which is not 
half bad as it is. The lack of this concern, in the commercial we heard, had 
just the opposite effect. But this, of course, is not in our province. This is in 
the province of our distinguished confrere, the Eye and Ear Department. Per- 
haps he would like to comment. As far as we are concerned, Thyoquent 


errr rrr 


m= 


aad 


-first in war, first in peace and 


stainless liquid 
We have seen other ads on 


a 


The Jewel Colorizer paint book has a 
system of keys, showing just what 
amounts of each color are mixed to pro- 
duce the desired result. 

The Munsell color system might do the 
same thing for specifying ink colors, but 
how many of us understand this system or 
have handy Munsell color charts at hand? 

The reason ink makers don’t issue more 
complete ink sample books is, of course, 
the tremendous expense. Having assisted 
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a couple of times in the preparation of 
ink books, I have a fair idea of the cost. 

Possibly the ink industry as a whole 
could collaborate on such a book, so that 
any ink maker could duplicate the de- 
sired off-color. The cost would be spread 
over the industry. This would work 


against specific ink makers who now offer 
certain interesting colors, but on the whole 
it would be good for the ink industry and 
for the graphic arts as a whole. 

All production men who would like the 
equivalent of a Jewel Colorizer in ink 
sample books, please raise their hands. 


The Lasker Story... As He Told It 


XIII 
Lasker Becomes Head of the Shipping Board 


In last week’s instalment Mr. Lasker told how he became active in poli- 
tics, through the intervention of Will Hays and former President Theodore 
Roosevelt. In this instalment he tells how his interest in the Chicago Cubs 
led to formation of the baseball “czar” system after the White Sox scandal, 
and how President Harding drafted him for the Shipping Board. 


So, after Harding was nominated, I was 
going to come back to my business, but, 
through a chain of circumstances, I had 
become interested in a baseball team— 
the Chicago Cubs—and a terrible scandal 
had broken in connection with the White 
Sox. 

I had started life—I am getting way 
back, now—I am not going to begin all 
over and take you all way back, so don't 
get scared at all, this is only going to take 
a minute. I had started as a sports report- 
er. I was sports reporter on one New 
Orleans paper and Gene Katz on the 
other. We covered all sports, also all re- 
ligious services, and theaters, as dramatic 
reporters. 

I never will forget once when I was 
covering the Opera House down in Gal- 
veston. James A. Hearn was to play there 
and I had covered every show conscien- 
tiously. I don’t want you to think I didn’t. 
But I had seen James A. Hearn in this 
play four times and I had a girl up in 
Houston who looked good to me, so the 
night he was to play I figured I could get 
off. So I wrote the review of James A. 
Hearn—he had the same cast he always 
had—and I went up to Houston to see the 
girl. Well, the first paper I picked up the 
next morning teld about the Opera House 
burning down. 


@ I had started as a reporter of baseball 
and I always loved and was interested in 
baseball. I felt and feel that baseball, and 
today football, are doing in a healthy way, 
for the American boy, what the standing 
army of Europe does for Europe, or did 
for Europe; and that the health of Ameri- 
ca and of the boys that grow up, con- 
ditioned right, in the right mental attitude 


and right physically is helped by these 
sports so that in time of need they can 
serve their country. I feel that that end 
is largely served by baseball and football. 
The boys go to fooball because it is a big 
thing for their colleges; they go to base- 
ball because they want to emulate the 
players that they have read about as 
famous men, Babe Ruth, Grover Alex- 
ander, Hans Wagner. 

This scandal broke and I made up my 
mind that it was due to the organization 
of baseball and that the only way to insure 
against such a scandal was to put base- 
ball under outside control. I wrote up a 
plan, and that plan had in it the notion 
of Judge Landis taking control of base- 
ball, my mind turning to him because he 
was a great man. I sent for the owners 
of the Chicago clubs, the two New York 
clubs and the Pittsburgh club and I read 
them my plan. 

I wrote the plan in this office that I 
had, and they agreed to sign the plan with 
me, and after a great fight we passed that 
plan, and Judge Landis was elected the 
head of baseball. And there is nothing I 
will ever do that will give me the satisfac- 
tion that that did, because my little boy 
loves baseball, as your boys do, and [ 
know the game is clean. 


s But all that wore me out a little more, 
so I had to go away to California to re- 
cuperate, and I had no sooner gotten home 
than the President sent for me and offered 
me the chairmanship of the Shipping 


Board. And I said to him, “What have I 
ever done to you that you want to wish 
this on me? I thought we were friends.” 
He told me, “The Shipping Board is the 
hardest job in the government, because it 


— 


juLy, 1921—Albert D. Lasker (second from left), chairman of the U. S. Shipping Board, 
is shown here with other members of the board during a visit aboard the S. S. Olympic. 
Left to right are A. J. Frey, Mr. Lasker, J. B. Smull and W. J. Love. 


is a cesspool of incompetency and I am 
afraid also of chicanery and graft, and I 
don't know what—certainly waste. I want 
to be fair with you. You are not the first 
nor the second nor the third man I have 
offered it to’—and he gave me the names 
of three men whom he had offered it to 
before—“who I think are fitted by ex- 
perience to do this job; but I can’t get 
any of them to take it. Now, I have got 
to get a man in whose integrity I have 
confidence so that he will at least conserve 
these things and cut down expenses, and 
I have turned to you.” 

I refused, and I convinced him I wasn’t 
the man, that he must keep on trying. 
But finally one night my wife, while 1 
was on my way home, opened a telegram 
from the President in which he said, “I 
have tried in vain, and, for such and such 
reasons, I cannot get these other men. As 
President of your country, I now turn to 
you and ask you to accept this responsi- 
bility, assuring you the full support of 
the administration without stint, if that 
means anything to you.” 


® Well, I was all in. I was getting ready 
to go away for another rest. But no man 
could refuse a call like that. I went down 
on the train, broken hearted, discouraged 
with life. I told him I would accept pro- 
vided we had an agreement that I could 
leave in two years from the day I started; 
that I couldn’t become a shipping man, 
but I would try to find him the ablest 
shipping man I could. I told him that I 
knew I could get his expenses, then 
running $16,000,000 a month, down to 
whatever figure he would name, and that 
I would conserve the assets and make the 
thousands of settlements. I wouldn't do 
it myself, but I knew I could go out and 
get men to do it. 

I started there. The President kept his 
word in measure beyond anything I had 
a right to expect. He let it be known to all 
the world that I was his particular con- 
cern and that he felt I must be particular- 
ly protected. 

I stayed there two years, leaving to the 
day that we had agreed on, though the 
President was good enough to urge that 
I stay. I went to Europe on a secret mis- 
sion for him that I was to perform, that 
had no connection with shipping. I was 
to be back in New York when he got 
there from his Pacific Coast trip, and 
he died just as I was to set sail for home. 
{President Harding died in San Francisco 
Aug. 2, 1923, while returning from a trip 
to Alaska. | 


Well, I had been out of my business 
for a number of years. The business had 
kept on, kept on because there had been 
enough clients here for enough years who 
knew the germ of ability that was in here 
and who had grown to be friends enough 
of mine and good enough to me that they 
suffered along with the business while I 
was out doing these extraneous things. 


The time I had been out on my private 
affairs during that war period didn't keep 
me out long enough that it showed itseif 
in the business, but at that time I ought 
to have come back immediately or it 
would show tremendously. 


@ And then I was out five years in the 
public service, and during that period I 
kept in close enough touch that the serv- 
ice was all right to the people with whom 
we did business. I am under obligations 
to them that they didn’t make my way 
harder than necessary, and as hard as 
most would; but I am under no obligation 
to feel that they didn’t get their whole 
money’s worth. They knew it and I knew 
it. But they were fond of me and they be- 
lieved a man should serve his country, 
and they undoubted)y stood many incon- 
veniences. 

But it was during that period that ad- 
vertising began to be so widely understood 
that we no longer stood out, and when the 
cat’s away, the mice will play; the [mem- 
bers of the] organization didn't get along 
with each other. No competent man arose 
to really run it so as to coordinate every- 
thing, and while we had a fine, healthy 
business and gave a good service, it wasn't 
such as to attract new clients, it wasn't 
such as could take on new clients with- 
out upset. It was organized for those 
whom I left, but it wasn’t organized to 
absorb anybody new. 

And that brings me to when I came back 
with Mr. Sollitt. When I had to go With 
the government service, I said, “Here, 
there is no reason why I should go in @nd 
Ralph Sollitt shouldn't.” He was sick @nd 
full of politics and had gone with Frank 
Munsey, as vice-president of Muns@y’s 
bank. So Munsey lent Ralph to me t@ go 
in the Shipping Board, and when I got 
through with the Shipping Board | gaid 
to Ralph, “You have to go home with me.” 

Ralph said, “What do I know abput 
advertising?” r 

I said, “What do either of us know abput 
shipping? Let’s go home.” Ralph, my g@od 
friend, came with me. I got here in S@p- 
tember, Labor Day, 1923, and Ralph got 
here Nov. 1, 1923. And I don’t think if is 
any injustice to say that while we found 
that the organization had kept together 
enough to give good service, just fajm 
habit, to all the people who were wih Bs, 
yet it was such that its mementum was 
about to die down and the machine Was 
about to collapse; and, in no event, co@ld 
it absorb new clients. ; 

That brings me to the third act of the 
history of Lord & Thomas, from that 
Labor Day in 1923 when I came back, un- 
til today—-what transpired and what is 
in this advertisement; and then, when I 
explain the advertisement to you, it is 
up to you all to act the epilogue. 

+ o * 

Would you mind if I rested for about 
ten or fifteen minutes? It is rather tire- 
some for me. 


Next week: Mr. Lasker tells how his long absence from active manage- 
ment of the business resulted in internal disorganization, although existing 
clients were well served. He also discusses his concept of the place of art in 


advertising at some length. 


Study Shows School and College Ads Vary 
in Effectiveness from Month to Month 


In an effort to determine the months in 
which school and college advertising is 
most effective, Venable-Brown Co., Cin- 
cinnati agency, assembled data from five 
girls’ schools and eleven boys’ schools. 

The agency, which has specialized in 
school and college advertising for some 
50 years, found that: 

1. July is the most productive month for 
boys’ school ads; that is, the highest per- 
centage of inquiries is converted into en- 
rollments in July. 

2. May is the most productive month 


for girls’ school ads, with July next in 
line. 

The schools were asked to submit their 
record of inquiries received through ad- 
vertising for each month, together with 
the number of inquiries that later re- 
sulted in enrollments. These next were 
grouped so that the ratio of enrollments 
to inquiries could be plotted for each 
month. 

Inquiries from former or present stu- 
dents, faculty members and friends were 
omitted from the tally. Only inquiries in- 
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Boys’ Schools—1950-51 
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WHAT MONTHS ARE BEST?—The graphs above are based on figures from five girls’ schools 


land eleven boys’ schools, for the year Oct. 


1, 1950, to Sept. 30, 1951. The points on the 


whart represent the average number of enrollments per school from the inquiries re- 
eived during the months indicated. Thus, the girls’ school graph begins at .2, indicating 
at there was an average of one-fifth enrollment in each of the schools from October 
quiries. In January, the graph moves up to .6, indicating that a higher precentage of 
quiries result in enrollments in this month. The study was made by Venable-Brown 


‘o., Cincinnati agency. 


Buced by the reputation of the school were 

cluded, since Venable-Brown believes 
* school advertising should (1) create 
® favorable attitude on the part of the 
prospect, and (2) induce him to write for 
Sdditional information 

Venable-Brown feels that the signif- 


feant feature of the graphs is the sugges- 
+ 


tion (implied by the results) that adver- 
tising schedules should be geared to the 
interest of prospects. “Schools which have 
readjusted their programs accordingly,” 
the agency concludes, “seem to have bene- 
fited not only by getting more inquiries, 
but also by cashing in on a larger number 
of them.” 


Mail Order and Direct Mail Clinic... 


Inquiries Deserve Prompt Replies 


By Whitt Northmore Schultz 

How fast are you answering your in- 
quiries” 

How effective are your replies and your 
follow-ups? 

I was interested in getting answers to 
these questions from national advertisers 
selected at random, so here’s what I did 

1. I paged through the July 26 issue of 
The Saturday Evening Post. I selected ten 
ads, ranging from full (one in 6 
colors) down to a 2” ad. Each ad I an- 
swered offered details sent free upon re- 
quest 

2. I sent a postcard inquiry to each, 
mailing all the cards at the same time on 
Aug. 4. My card merely said, “Please send 
me complete details regarding your offer.” 
And then I typed on the card a coded 
name and address. 


pages 


® Here are the results of my test: 

1. All ten companies responded. The 
first to reply was the firm with the small- 
est ad. This company answered on Aug. 6, 
just two days after my card was mailed. 
The last te reply was the firm which ran 
the six-color page; this took 12 days. 

2. One advertiser, widely known and a 


leader in the rent-a-car field, responded 
promptly, but failed to use sufficient post- 
age. Thus the promotion reached me 
eight days later stamped, “Postage due 
3¢.” 

3. Another advertiser answered with a 
black and white printed postcard saying 
the local salesman would call. That was 
over 43 days ago, and there has been no 
call to date (9-13-52) from a local sales- 
man 


® 4. Another SEP advertiser sent a cata- 
log with a printed letter, signed by the 
president, with this comment in the last 
paragraph: “Due to the tremendous re- 
sponse to this advertisement, we cannot 
follow up this letter.” 

5. One local firm telephoned me direct 
ten days after my card had been mailed 

6. One company sent a personal letter 
and a brochure, but no price list on the 
product I was interested in. 

7. Another firm wrote a personal letter; 
sent a sample; enclosed a price list; but 
sent along no reply envelope for me to 
use in ordering. 

8. Two firms sent reference data on the 
care of dogs. One of these was a hand- 


some, thoughtfully-written, helpful book- 
let. 

So far, some six weeks later, there has 
been only one follow-up: A courteous 
salesman, dressed in a sport shirt and 
casual slacks, called and offered to an- 
swer any questions I had about his prod- 
uct. 


@ Well, what does this test of mine prove? 

1. Perhaps that certain well-known ad- 
vertisers are failing in their direct mail, 
inquiry handling and follow-ups. 

2. Inquiries are handled slowly and 
carelessly, in most instances. 

3. Replies too often are cold and for- 
mal, lacking the warmth of a friendly 
letter, and positive and planned follow- 
ups. (Granted letters are costly; granted, 
too, that it’s easier just to send any old 
catalog or mailing piece you have around. 
But, remember, your direct mail is your 
salesman. “He” must do an effective job 
for you, or you won't get customers. And 
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new and satisfied customers are vital to 
any firm, anywhere.) 

4. Although on my post card inquiry I 
did not ask for specific data, not one firm 
took the time to write me a personai let- 
ter to inquire specifically what interested 
me, thereby offering an intelligent reply 
to my inquiry. 

5. Advertisers should pay more atten- 
tion to post card inquiries, giving them 
the same attention granted to an inquiry 
written on engraved stationery. (Some of 
our best prospects, incidentally, have used 
plain government post cards to inquire.) 

If my small test is in any way indica- 
tive, it would seem certain national ad- 
vertisers should pay far more attention to 
their advertising, direct mail, inquiry- 
handling, and follow-up departments. 

And, that reminds me, we had better 
take a long look at our own inquiry-han- 
dling setup. No doubt it can be improved, 
for most of us are a far from perfect in 
handling prospect inquiries. 


Looking at the Retail Ads 
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/ 
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By Clyde Bedell 

Here is a full page I picked up in New 
Jersey. I was told it ran in many cities. 
It may have sold some Paper-Mate pens, 
but it didn’t sell many in the city I 
checked. Whey should it have sold? It 
wasn't planned to sell pens. It was just 
intended to say this pen doesn't leak— 
in case you care. 

An ad planned to sell pens would have 
placed more emphasis on the pen and on 
selling it than on the “creative” idea 
someone thought was a wow. 

Have you ever sold pens? Either behind 
a counter or in white space? Have you 
ever tried to get maximum response or 
else? If you have, you will know this ad 
is lacking in most of the things that could 
have piled people into retail stores and 
up to retail counters to buy pens. 

“Guaranteed” is much the biggest thing 
in the headline. Then the advertiser im- 
mediately forgets about it. I believe in 
“enlarging” on the promise in the head- 
line. This ad doesn’t. If the pen leaks 
do they buy me a new suit or shirt, pay 
my laundry and cleaning bill, give me a 
new pen—or is it that the thing positively 
cannot leak? What do they mean, “guar- 
anteed”? 

It takes words to sell any specialty. 
More words than are here. It is a mis- 


ee eo 


osu | STOP THIS 


not 


Paper-Mate 


take to believe that people who will read 
a few big words, will not read a few big 
words if there are also a good many smart 
words in the ad. 


@ This is a grand pen. I own one. But 
no ad like this sold me. It presents the 
point for writing—and retracts it—by 
pressure on the same button. But the ad 
keeps it a secret. It’s duck soup to refill, 
but the ad keeps that a secret too, There 
is a regular model at a lower price in 
your choice of colors. The ad keeps that a 
secret. 

It’s a good pen for all kinds of people 
—not just bankers, kids, and - aviators. 
But maybe they want to keep THAT a 
secret. You can buy a Paper-Mate in a 
great many places. But that’s a secret. 

Every good salesman soon learns to 
ask for the order. But the Paper-Mate 
Co. apparently feels it a little indelicate 
to ask you to “walk in today and buy 
one, or two, or half a dozen.” (It’s a swell, 
low-priced gift. But that’s a secret.) 

A great deal of research has been done 
to find out what makes advertising sell. 
I believe it hurts advertising generally 
when an ad ignores most of what such 
research has quite firmly established. 

They could have saved a few bucks 
incidentally—by not copyrighting the ad. 
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REFRESHING FLAVOR—This full-color spread, scheduled for the Oct. 20 Life, will 
kick off the Pineapple Growers Assn. of Hawaii's coming magazine campaign, which 
follows the launching of the drive in newspapers on Aug. 11. 


Magazine Campaign 
Ready on Pineapple 


San Francisco, Sept. 23—The 
Pineapple Growers Assn. of Ha- 
waii is following up its newspaper 
campaign, which got under way 
Aug. 11 (AA, Aug. 18), with a 
big magazine promotion. 

Spearheading the new drive will 
be a full-color spread in the Oct. 
20 Life. Full-color ads featuring 
canned pineapple products, fruit 
and juice, will follow during the 
rest of the year in Better Homes & 
Gardens, Farm Journal, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, Modern Romances, 
Parents’ Magazine, Sunset Maga- 
zine, Today’s Woman and True 
Story. 

The ads will be headlined “Na- 
ture’s Most Refreshing Flavor.” 

Sunday newspaper supplements, 
including This Week Magazine and 
the New York News Sunday roto- 


gravure section, also will carry 
full-color ads. 
@ Merchandising material to the 


trade includes product banners fea- 
turing pineapple juice, crushed, in 
slices and in chunks. This will be 
augmented with additional pieces 
for brand imprints featuring juice 
and all cuts of the fruit, price cards 
and ad mats. 


Aetna Names Ferguson 


A new president and director of Globe 
Knitting Works, Grand Rapids, has 
been announced by Aetna Industrial 
Corporation, parent company. He is 
Ray A. Ferguson, an every working day 
reader of The Wall Street Journal 
one of 430,540 business executives who 
turn to the national business daily 
regularly. 

Globe Knitting Works, established 
50 years ago, was acquired by Aetna 
recently. 

In Field Since °23 

Mr. Ferguson has been in the knit- 
wear and apparel manufacturing fields 
since 1923. His readership of The 
Journal points up the fact that The 
Journal's audience is primarily among 
executives in manufacturing, industry 
and commerce . . . men who have to 
make important day-to-day decisions 
(including buying decisions) and look 
to The Wall Street Journal for the 
facts by which to be guided. 

A recent study discloses that Journal 
readers control or influence buying of 
virtually all business products an 
services on the market—from advertis- 
ing to wire le. at a sales 
medium! 


(ADVERTISEMENT) 


J. Walter Thompson Co. is the 
agency. 

Members of the association are 
Baldwin Packers Ltd., California 
Packing Corp., Hawaiian Canner- 
ies Co., Hawaiian Fruit Packers 


eee a OM aR eA please RS SS 


Ltd. (Stokely-Van Camp Inc.), 
Hawaiian Pineapple Co., Kauai 
Pineapple Co., Libby, McNeill & 
Libby, Maui Pineapple Co., and 
Pacific Pineapple Co 


Murray Boosts Battersby 


Mark W. Battersby, San Fran- 
cisco, formerly Pacific Northwest 
district sales manager of the home 
appliance division, Murray Corp. 
of America, Detroit manufacturer 
of passenger and commercial body 
stampings, has been promoted to 
West Coast regional sales director. 
Mr. Battersby will direct the sales 
of Murray stoves and steel kitchens 
in Washington, Oregon, California, 
Idaho and Nevada, with headquar- 
ters in San Francisco. 


Names Glatt to Sales Post 


Herman G. Glatt, formerly ex- 
ecutive v.p. of the Federal Corp. 
and sales executive for Eversharp 
Inc., Chicago, has been named di- 
rector of sales of the Columbia 


Protektosite Co., Carlstadt, N. J.,| 


manufacturer of plastic products 
and a subsidiary of the Curtiss- 
Wright Corp., Wood Ridge, N. J. 


Adams Named Publisher's Aid 


Stanley Adams, formerly adver- 
tising director of Indianapolis 
Newspapers Inc., publisher of the 
Indianapolis Star and News, has 
joined the Times-Picayune and the 
New Orleans States as assistant to 
John F. Tims, president of the 
Times-Picayune Publishing Co 


65 
Brownell Named Seagram V. P. 


The Julius Kessler division of 
Seagram-Distiliers Corp. New 
York, has elected John O. Brown- 
ell a v.p. Mr. Brownell formerly 
was general sales manager of Le- 
ver Bros. Co., New York, with 
which he was associated for 34 
years. 


Southwest. 


An Independent Newspaper 
Morning and Sunder 


MORE THAN EVE;. BEFORE YOU'LL WANT THE FACTUAL 
INFORMATION IN 


THE BIG PACKAGE FOR ‘52 


16 pages crammed full of factual informarion on El Paso 
and the Fabulous Southwest. Latest population and fam- 
ily estimates for a 24 county area plus retail, food, drug, 
auto sales by towns and counties and family coverage of 
the El Paso Times and Herald-Post in the Fabulous 


FOR YOUR FREE COPY 
Write General Advertising Department, 
Printing Corporation, El Paso, Texas. 


Che £1 Paso Cimes El Paso Herald-Post 


Newspaper 


A Scripps-Howard Newspaper 
Evening 


Q Wrapped-Up Job 
2) Stopping Chair 


9 


Living America 


@ Family Affair 


ad As befits the product. Bond Bread’s Hopalong Cassidy 
promotion is a real **wrapped-up” job. Unusual features in- 
clude personal visits of Hoppy’s ranch foreman to grocery 
stores, and the Hopalong Cassidy hang up album in which 


children can mount the 


colorful Bond Bread end labels. 


Hoppy also busies himself for General Baking Company in 


newspapers and displays, 


and on radio and television. 


@ “Best furniture ad ever run.” said one big department : 
store when they saw this BBDO Buffalo-prepared page with | 


its dramatic double exposure of the BarcaLounger chair. 


The ad had a Jot of appeal for readers of Life magazine, too. 
It stopped twice as many readers as the average advertise- 
ment in the issue, held them about three times as long. 
Coupon returns were excellent. So were sales. 


© The nation’s “largest and most interesting family pro- 

gram,’ the Du Pont Company's Cavalcade of America last 
month began its 18th year on radio. (Tuesdays, NBC). Start- 
ing in October, following two years of work in Hollywood, 
Cavalcade will also appear every other week on television. 
The seene above is from the television production of The 
drrow and the Bow, a story of Andrew Johnson. 


14) The family is as important to food outlets as it is to 
the Post, America’s greatest family magazine. This month, 
for the third time, the Post translates this mutual interest 
into action with “Family Shopping Week.”’ Devised by 
Post and BBDO merchandising men, previous promotions 
have met with enormous success. Food stores expect to 


back the newest one with 500,000 lines of local ads. 


BATTEN, 


SEW YORE + BOSTON + 


BARTON, 


DURSTINE 


BUFFALO + CBICACO + CLEVELAND * 


PITTsBUBGH + 


INC. 


$a FRANCISCO + 


& OSBORN, 


MINNEAPOLIS + 


Advertising 


BOLLTWOOD * LOS ANGELES 
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‘Instructional Materials’ 
Scheduled for January Bow 

A new publication, tentatively 
titled Instructional Materials, is 
scheduled to appear in January 
The magazine will deal with audio- 
visual materials for teachers and 
teacher trainings 

The book will be published by 
Ver Halen Publishing Co., Holly- 
wood, which also publishes Film 
World, Home Movies, TV News 
and Church Films. 


Pig | NATIONAL 
Sam, DISTRIBUTION 


Fast, Easy, Low in Cost! 


Today's soaring se@es costs call for your careful 
examination of the old tested, proved inde- 
pendent selling field. This plan has bullt 48- 
state distribution quickly and at remarkably 
low cost for many of America’s multi-million 

ndustries and hundreds of smaller 
our product or line can be sold by 
persona monstration, we invite you to secure 
@ frank. experienced appraisal of your possi 
bilities and future in the direct-to-consumer 
selling field There is no cost or obligation tw 
you. Write today in detail 


Soluble Coffee Sales 
Are Rising Rapidly 


See Big Growth by ‘57; 
Last Year’s $3,000,000 
Ad Outlay Due to Grow 


New York, Sept. 23—Soluble 
coffees are beginning to cut into 
regular coffee sales. Consumer 


preference for solubles is growing 
and many market men believe that 
it will continue to mushroom. Solu- 
ble coffee advertising last year ex- 
ceeded $3,000,000, and is expected 
to go much higher this year. 

Some market authorities predict 
that within five years 75% of the 
coffee sold in this country will be 
soluble coffee. 

Today, the ratio of soluble to 
regular coffee is estimated at 16% 
However, increasing popularity of 


NORTH CAROLINA is 


the South’s No. 1 STATE 


North Carolina rates more firsts in 
recognized market surveys than any 
other Southern state. More North 


ov i mom 


, 
: 
: 
: 


Carolinians, according to 
study, listen to WPTF than to any 
other station. 


orth Carolina's 
number © 


BMB 


SALESMAN 


WPT: 


WPTF 


50,000 warts 


© 680 kc. 


NBC AFFILIATE FOR RALEIGH-DURHAM 
AND EASTERN NORTH CAROLINA 


oFREE & PETERS, nationat representative 


8 R. H. MASON, GENERAL MANAGER 


GUS YOUNGSTEADT, SALES MANAGER 


_ 


and introduction of improved types 
of instant coffees are expected to 
boom the sale of solubles within 
the next few years 


8 Until recently sale of soluble 
coffee was confined more or less 
east of the Mississippi and north 
of the Mason-Dixon line. But the 
pattern is changing. At the outset 
of its growth, soluble coffee was 
confined to a few national brands 
During the past year a number of 
regional and local roasters and 
packers have entered the field be- 
cause of the invasion of their mar- 
kets by national soluble brands. 

Admitting the trend to soluble 
coffee, three New York roasters 
last February joined with seven 
others throughout the country to 
form a new corporation, Tenco 
Inc., to make soluble coffee at their 
own plant in Linden, N. J. (AA, 
Feb. 18). 

In June, Holiday Brands Inc. in- 
troduced Holiday, a new crystal- 
line soluble coffee, in Boston, an 
area where soluble sales have had 
a rapid growth. 
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Whirlpool vrver 


LOCAL TOUCH—Whirlpool Corp. is making 

good use of bad weather to sell its clothes 

dryers. Posters like this are being used in 
70 metropolitan cities. 


Wayne Mooney, account executive, 
Bureau of Advertising, points out 
that the share of the market of 


soluble coffee in 1951 in 12 mar- 
ket areas was as follows: 
Boston, 41.5%; New York, 
26.66%; Washington, 20° (esti- 
mated); Winston-Salem, 15.8%; 
’ Cincinnati, 42.7%; Toledo, 19.1% 
Fort Wayne, 13.3%; Indianapolis, 


®@ A recent survey made by Amer- 
ican Can Co. shows that in 1949 
soluble coffee sales nationally were 
about 6.1% compared with ground 


coffee. At the end of 1951 the ratio 
was about 13%, an increase of 
110% in two years. The ratio in 


New York is given as 21.3%. 

Almost everybody in the field 
agrees that aggressive advertis- 
ing, plus a better product, are the 
chief reasons for the growing solu- 
bles market. 

Last year’s advertising expend- 
iture for solubles breaks down as 
follows: $2,255,907 for newspaper 
space and $741,813 for magazine 
advertising. The amount spent on 
radio and television is unknown. 


But combined advertising, in 
which soluble coffee was men- 
tioned in connection with other 


products in newspapers and maga- 
zines, amounted to $3,640,501 over 
and above the sum spent on soluble 
coffee promotion alone 


@ For the first six months of this 
vear, according to Publishers In- 
formation Bureau, advertising for 
soluble coffees in magazines and 
on radio and TV is close to $1,500,- 
000. Figures on newspaper expend- 
itures compiled by the Bureau of 
Advertising, American Newspaper 
Publishers Assn., are assembled 
annually and 1952 figures are not 
yet available. 

Leading national soluble coffee 
advertisers include Nestle Co., pro- 
ducer of Nescafe, handled by Sher- 
man & Marquette. It is estimated to 
have spent $1,132,741, exclusive of 
broadcasting, last year on Nescafe. 

General Foods probably speni 
$1,082,371 for Maxwell House in- 
stant coffee and Sanka instant, 
both handled by Benton & Bowles. 

Borden's promotion of its instant 
coffee is estimated at $255,000, 
handled by Doherty, Clifford & 
Shenfield. 

Standard Brands’ Chase & San- 
born division, handled by Compton 
Advertising, spent about $800,000 
on its soluble product. 

G. Washington coffee, put out 
by American Home Foods Inc., is 
believed to have spent about $130,- 
000, through Ted Bates & Co. 


8 Nobody knows what local and 
regional expenditures are for solu- 
bles. Estimates run between $1,- 
000,000 and $2,000,000. 

But the big four—Nescafe, Max- 
well House, Borden’s and Chase 
& Sanborn—are blazing the trail 
and are expected to continue to do 


so 
Writing in the August 
& Coffee 


issue of 


Tea Trade Journal, 


20°; St. Louis, 9.6% ; San Francis- 
co, 11.3%; Los Angeles, 12.5%, and 
Spokane, 5.3%. 


@ Mr. Mooney notes that there is 
a steady trend to larger-size con- 
tainers, with most markets record- 
ing 40 to 50% of total volume of 
all brands in the larger sizes. 

“This is responsible to a great 
extent,” he says, “for the growth 
of total soluble coffee sales. Since 
the per cent of families using the 
product was fairly stable prior to 
1950, it is logical to assume that 
the rise in popularity of the larger 
packages is indicative of higher 
frequency of family use. 

“This trend,” he adds, “is in- 
teresting, not only from the stand- 
point of production economies, but 
also because it suggests that the 
time is ripe for heavier promotion 
of the higher-unit-cost packages 
with their pass-along savings to 
the consumer.” 


@ He suggests that the “best strat- 
egy for a soluble coffee manufac- 
turer is to develop sales market- 


by-market by using local mass me- 
dia.” 

The total number of brands of 
soluble coffee now being sold is 
reportedly 21. Most of these are 
regional, primarily because the 
coffee market has been traditional- 
ly a local business. But new ad- 
vertising and marketing methods 
|seem to be changing this pattern 
with surprising speed. 


General Electric Major 
Appliances Fall Drive Set 

The major appliance division of 
General Electric Co., Louisville, 
is timing its promotion during Sep- 
tember and October to coincide 
with fall house cleaning activities. 
A campaign will feature the slo- 
gan “Down with Garbage, Rodents 
jand Germs.” Young & Rubicam, 
New York, is the agency. 
| Separate sales contests for dis- 
tributors and franchised dealers 
will tie in with the drive. Cash 
| prizes, expense paid trips and other 
| prizes will be offered. 


7th District of AFA Elects 


| The Seventh (Deep South) Dis- 
| trict of the Advertising Federation 
{of America has elected Ashley 
|Chambers, general manager of 
| Dixie Distributors Inc., Birming- 

ham, governor. Other officers 
} elected are Forbes McKay, presi- 

dent, Southern Agriculturist Pub- 
| lishing Co., Nashville, Ist It. gov- 


;|ernor; Winston Haas, Winston Haas 


|Co., Mobile, 2nd It. governor; Ar- 
| thur E. Burdge, Coca-Cola Co., At- 
| lanta, 3rd lt. governor; Lionel Bax- 
| ter, Birmingham, secretary, and H. 

M. Baker, Baton Rouge, treasurer. 


| U.S. Plywood Campaigns 

| United States Plywood Corp., 
New York, is using radio, newspa- 
pers, consumer publications and 
direct mail to promote its new 
Hazelwood Plankweld, a pre-fin- 
ished, pre-cut, install-it-yourself 
plywood panel. The new panel has 
been added to its ten-panel pack- 
age line of oak, Philippine mahog- 
any and birch plywood panels. 
Marschalk & Pratt, New York, 
handles the company’s plywood ac- 
counts. 


Biow Co. Appoints Hansen 

Alfred V. Hansen, formerly copy 
chief for Erwin, Wasey & Co., 
Los Angeles, has joined Biow Co., 
San Francisco, as head of the cre- 
ative department. 


Karlaw Leaves Biow Co. 

Bogart Karlaw has announced 
his resignation from Biow Co., 
New York, where he had been 
copy chief. He made no announce- 
ment of future plans. 
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Great Northern and 
Coosa River Raise 


Price of Newsprint 


New York, Sept. 25—-Two more 
American newsprint producers 
have raised their prices. (See ear- 
lier story on Page 58.) Great 
Northern Paper Co. and Coosa 
River Newsprint Co. have an- 
nounced hikes, the former a rise 
of $7 a ton effective Oct. 1, making 
its price $123 a ton delivered in 
New York. Coosa River has upped 
its price $5.50 a ton, effective Nov. 
1, raising its price to $125.50 a ton. 
Neither mill has any substantial 
business in this area. 

Other American mills which 
have announced new prices are: 
Southland Mills, up $6 effective 
Oct. 1, making its New York price 
$122, and St. Croix Paper Co., 
which increased its price $5 a ton, 
making its New York quotation 
$121. 

It is expected that most of the 
other American producers will 
raise their prices between now 
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and Jan. 1. 

In this connection it is worthy 
of note that the International Ma- 
terials Conference has dissolved its 
paper committee because of im- 
proved supplies of newsprint and 
wood pulp. 

In the book paper field, inside 
prices are still obtainable to large 
buyers, but there is plenty of paper 
available. 


FCC Grants More TV Permits 
Three additional commercial TV 
stations have been authorized by 
the FCC, for a total of 54 new com- 
mercial grants since the TV freeze 


was lifted in July. The latest grants | 


are to Polan Industries, for a sta- 
tion in Youngstown, O.; Wash- 
tenaw Broadcasters for Ann Arbor, 
Mich., and WHP Inc., for Harris- 
burg. Polan Industries also holds a 
construction permit for a station 
in Ashland, Ky. 


Ptatt to Williams 

Pfaff Industrial Sewing Machine 
Corp., New York, has appointed 
Williams Advertising, New York, 
to handle advertising and public 
relations. 


National Nielsen-Ratings of Top Radio Shows 
Week of Aug. 3-9, 1952 


All figures copyright 


by A. C. Nielsen Co. 


Current sa 


Current Homes omes 
Rank Program (000) “D 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (1,541) (3.6) 
1 Johnny Dollar (Wrigley, CBS) ... «2,782 6.5 
2 Philip Morris Playhouse (CBS) ........... . 2,354 $$ 
3 Mr. Chameleon (Wrigley, CBS) ............... 2,311 5.4 
a Telephone Hour (Bell Telephone Co., NBC) ............. 2,311 5.4 
5 People Are Funny (American Chicle, CBS) ............-....44 2,226 5.2 
6 Pe I, BED a cd cccusinasseaseous cotescpesnees 2,226 5.2 
7 Romance (Wrigley, CBS) . jenericnnesee pecan 2,226 5.2 
8 You Bet Your Life (DeSoto- Plymouth, NBC) ..... 2,183 5.1 
9 Railroad Hour (American Railroad Assn., NBC) 2,183 5.1 
10 This Is Your F.B.1. (American Tobacco,, CBs) Ce perdtnwene ae omae 2,140 5.0 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS ( 899) (2.1) 
1 One Man's Family (Miles Labs, NBC) .... 1,755 41 
2 Lone Ranger (General Mills, ABC) ....... 0.6.6 e ccc c eee ewneee 1,755 4.1 
3 News of the World (Miles Labs, NBC) .... 669 3.9 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (3.2) 
1 Right to Happiness (P&G, NBC) ...... 6.0 
2 Backstage Wife (P&G, NBC) ........ eaend 5.8 
3 Pepper Young's Family (P&G, NBC) ae 5.6 
a Romance of Helen Trent (Whitehall, CBS) |... 5.5 
5 Stella Dallas (Sterling a. Se Sescsess x 5.3 
6 Road of Life (P&G, NBC) ............. . $3 
7 Our Gal, Sunday (Whitehall, CBS) . F 5.3 
8 Aunt Jenny (Lever, CBS) ...........0000eeee x 49 
9 Life Can Ge Genutiful (PAG, MBC) ........ccccncecscrcccses 2,012 4.7 
10 Young Widder Brown (Sterling Drug, NBC) .......-.. 00000000 2,012 47 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) ( 899) (2.1) 
1 True Detective Mysteries (Williamson Candy, MBS) 1,669 3.9 
2 Hollywood Star Playhouse (American Bakers, NBC) ..............1,584 3.7 
3 Martin Kane, Private Eye (U. S. Tobacco, NBC) ... . 1,541 3.6 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,241) (2.9) 
1 Grand Central Station (Toni Co., CBS) ....... .1,883 44 
2 Stars Over Hollywood (Carnation, CBS) ....... 06... cece eeuuee 1,883 44 
3 Theater of Today (Armstrong, CBS) ........ 2.2.26 cece ee eeee 1,712 4.0 


National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Aug. 23, 1952 


All figures copyright 
Total Homes Reached 


Homes 

Rank Program (000) 
1 My Little Margie (Philip Morris, 

ON cacspaccdeccdbctenencececd 427 
2 Dragnet (Liggett & Myers, NBC) ... 6,030 
3 Arthur Godfrey & Friends (Liggett & 

SS eerorr 5,600 
4 Gangbusters (gest & Myers, NBC) . 5,580 | 
5 Pabst Bouts (CBS) ...........-.++- 5,416 | 
6 Goodyear TV ae (NBC) ...... 5,204 
7 Amos 'n’ Andy (Rexall, CBS) ......5,160 
8 Godfrey & Friends (Toni Co., CBS) . 4,906 
9 Racket Squad (Philip Morris, CBS) ...4,840 
10 Godfrey & Friends (Pilisbury Mills, 


CBS) .786 | 10 
*Per cent of homes reached where program was televised. 


by A. C. Nielsen Co. 


MEET HAPPY THE NEW TV STAR—He’s shaking paws with O. C. Minton, chairman 
of the advertising committee of the Florida Citrus Commission, which is sponsoring 
“Happy’s Party,” a filmed TV show originating on WODTV, Pittsburgh, and piped 
to WABD, New York; WNBW, Washington, and are TV, Detroit. Mr Minton flew 
to Pittsburgh with Ralph Henry (right), the issi ad ger, to see Happy’s 
premiere performance. The lady is Ida Mae Stilley rte dental hygienist, who 
co-stars with Happy. The citrus commission expects to put his shows in many more 
markets after the first of the year. J. Walter Thompson Co., New York, is the agency. 


Number of Folks 
Downing Whisky 
Has Gone Down 


(Continued from Page 1) 
distillers, but it falls unequally 
across the brand field, and the 
higher-price whiskies are taking 
the kicking. Here’s how the pat- 
tern shapes up in the 17 monopoly 


|}of aged whisky, they dominated 
bottling, and hit their high point 
in the golden year of 1947—87.8% 
of all whisky bottled was a spirit 
blend. 

With the return of the straights, 
the dominance has gradually been 
whittled down. But spirit blends 
still account for more than two- 
thirds of all whisky bottling. 


LIQUOR ADVERTISING 
DIPS WITH SALES 

New York, Sept. 24—Liquor ad- 
vertising in general magazines is 
off 10.3% through July of 1952, 


states: : : 
SHARE OF WHISKY SALES. compared with the first seven 
Price Class 1951 1952 months of 1951. 
j= ag AEE ‘uae Or te Publishers Information Bureau 
Prime 47.3 466 figures show all general maga- 
Secondary ey ° 37.1 zines carried 1,340.6 pages in the 
Tertiary 12 16 first s ths of 1952. c 
Highest includes bonds, Scotch, irst ——— ee ; 
pared with 1,494.3 in 1951. Maga- 


Canadian whiskies; prime plus in- 
ludes premium-price blends and 
straights; prime takes in most 
blends and straights; secondary in- 
cludes cheaper blends, few 
straights; tertiary is cheapest 
blends, small straights. 


zines showing a gain, percentage- 
wise, are Cue, up 2.8%; Cosmo- 
politan, up 2.5%; Argosy, up 7.2%, 
and True, up 35.1%. Magazinés 
carrying the largest volume are 
still The New Yorker, 203.9 pages 
in 1952, down 2.7%, and Life, 
164.2 pages in 1952, down 11.2%. 

Newspapers are also off in the 
liquor classification, based on 
Media Records reports. They were 
off 10% for the first six months, 
but showed a gain in July. 


® Some blends in the tertiary price 
class are showing big gains, but 
this is a small share of the mar- 
ket. Secondary blends, and 
straights priced at this level (there 
aren’t many), have been doing ex- 
tremely well. 

Canadian whisky is holding its 
own, not rocketing upward as it 
did in 1951, when it gained 31% 


‘Newsweek’ Names Kinsolving 
to N. Y. Ad Manager Post 


Charles M. Kinsolving, formerly 


In the first half of 1952, it rose advertising manager of News- 
|0.7% over the first half of 1951. week’s  interna- 
tional editions, 


Scotch, up 3% in 1951, is off 15% 

for the first half. All this is based 

on monopoly state figures. 
Bonded bourbons in the monop- 


has been named 
New York mana- 
ger of the maga- 
zine’s advertising 


Program Popularity*® olies didn’t do well—they fell department. John 
= inated Homes | 20.8%. Straight bourbons did well, P. Cunningham, 
y piisiodinn (Liggett ye ned).o70 gained 10.6% in the monopolies., who has been 
2 Dragnet (Liggett & Myers, NBC) ....35.9|It looked as if consumers were with Newsweek 
3 My Little Margie (Philip Morris, CBS) .35.4| shifting to cheaper products. for ten years, has 
4 Amos 'n’ Andy (Rexall, CBS) ........ J : atten ti been named to 
S- mais Gla’ Sacks cee Linton On the whole, liquor sales in the a. eon ae 
“adie mane tiane sate ae .32.8| 17 states were off 6.9% ated post of New C. M. Kinsolvi 
. . ° mnsolvin 
LS _peepetacanaen dl MIR cca WOH, associate : 
7 Pabst Bouts (CBS) .........-0.cc0. 313.8 Working on company fiscal manager. 
8 Big Town (Lever, CBS) .............. 31.0| years ending June 30, 1952, Mr.| Mr. Kinsolving, a ten-year man 
9 Racket Squad (Philip Morris, CBS) ....30.9| Corrado finds that 136,076,000 gal- with Newsweek, has represented 


Goodyear TV Playhouse (NBC) 


ARB Multi-City TV Ratings 
Aug. 1-7, 1952 


American Research Bureau 


Rank Program Rating 
1 Godfrey's Talent Scouts, Joe E. Brown 

Subbing (Lever-Lipton, CBS) wie 
2 Godfrey's Friends, Jerry Colonna sub- 

bimg (Several sponsors, CBS) 40.5 
3 Pabst Bouts (CBS) ... 38.5 
4 What's My Line? (Stopette, CBS) 35.1 
5 Big Town (Lever, CBS) : 33.3 
6 Best of Groucho (DeSoto- Plymouth, 

NBC) 32.6 
7 Racket Squad (Philip Morris, CBS) 31.8 
8 Gangbusters (Chesterfield, NBC) .. 31.0 
9 Sports Spot (General Cigar, CBS) ..... 28.8 
10 Strike It Rich (Colgate, CBS) ........ 28.6 


Rank Program 


1 Godfrey's Friends, Jerry Colonna sub- 
bing (Several sponsors, CBS) ........ 7,030 
2 Pabst Bouts (CBS) ........ 370 
3 Best of Groucho (DeSoto- Plymouth, 
. errr: . 5,710 
4 What's My Line? (Stopette, CBs) 5,440 
5 My Little Margie (Philip Morris, CBS) 5,100 
6 Racket Squad (Philip Morris, CBS) .. 5,060 
7 Godfrey's Talent Scouts, Joe E. Brow 
Subbing (Lever-Lipton, CBS) ...... " 4.970 
8 Big Town (Lever, CBS) ... . 4,730 
9 TV _— (Philco-Goodyear, 
cette . 4,550 
10 Toast of the Town (Lincoin- Mercury, 


s lons of whisky were bottled. That's 


| this kind since 1944 (96,431,000) 
and is fairly comparable to 1942 


| Since that time. In 1942, 9.8% went 
jinto bonds, 35.3% 
Homes 9.8% 
(000) | into spirit blends. 


it in Philadelphia, the South and 
low 
| the lowest total for a fiscal year of New York. 


Edelman Forms Own PR Firm 


Daniel J. Edelman, public rela- 
tions director of the Toni division 
of Gillette Co., Chicago, will open 
his own public relations office on 
Oct. 1. The new agency, Daniel J. 
Edelman & Associates, will be lo- 
cated in the Merchandise Mart, 
Chicago. Mr. Edelman will con- 
tinue to serve as public relations | 
counsel for Toni. 


l¢ 136,039,000) . 
The per cent of whisky bottled 
by type has been radically altered 


into straights, 
into straight blends, 45.1% 

In 1952 (remember that these 
are fiscal year figures), 6.6% is 
bonded, 22.8% is straights (biggest 
bottling since ’43), 0.8% is blends 
of straights, and 69.8% is spirit 
blends. 

These figures reemphasize the 
dogged fight for the market which 
the spirit blends are putting up. 
During the war, with the shortages 


Hotel Algiers Names Agency 

Advertects Inc., Miami Beach 
agency, has been appointed to di- 
rect advertising for Hotel Algiers, 
Miami Beach. The agency has com- 
pleted a 16-page full color bro- 
chure for the hotel, which opens 
in December. 


ARF Plans to Spend 
$150,000 a Year 
on Non-Media Work 


New York, Sept. 25—The recon- 

stituted Advertising Research 
Foundation celebrated its first year 
of operation today and, appropri- 
ately, did it before the New York 
chapter of the American Market- 
|ing Assn. 
For the record, the ARF de- 
| scribed its organization and proj- 
ects. Henry Schachte, Borden Co., 
described a year of organization, 
| emphasizing that “toc many of our 
‘statements have been about media 
| work, which is only a small frac- 
|tion of our business.” He traced 
ithe growth of the new ARF, em- 
phasizing the 46 media members 
it now has. 

He also stressed the volunteer 
character of the association, saying 
that “what it can do depends on 
whom it can attract.” 

A. W. Lehman, director of the 
ARF, sketched out its past history. 
Since 1936, it has supervised 190 
studies, at a total cost of $1,750,000, 
in 156 markets. It has worked with 
160 publishers, 14 transportation 
advertising companies, and nearly 
all the media associations in the 
business. However, where from 
1936-51 it had only about $7,000 a 
year for non-media studies, it 
hopes to have $156,000-$200,000 a 
year under its new form for nom- 
media work. He affirmed oné@e 
more that ARF has no intention of 
competing with research com 
nies and said that ARF will rap 
to seek out such experts and c¢ 
sult with them. 


# Fred Manchee, of Batten, ol 
ton, Durstine & Osborn, introduced 
the three men in charge of ARF%s 
current projects. Sherwood Dodge, 
Foote, Cone & Belding, described 
the efforts of his committee to ré 
solve such time-worn problems 
the size and kind of sample neede@ 
for accurate advertising readership 
research, finding an answer to t 
ancient question of whether t 
low score of ads in a “fat’’ mag 
zine is due to the number of a 
or the boredom of the responde 
during the long interview. T 
committee also seeks a clue to t 
importance of the time-lag b 
tween exposure and interview. 

Broadly, Mr. Dodge’s committ 
aims at demonstrating experimen 
tally the comparative scores of aid- 
ed recall and recognition tech- 
niques on advertising under a vari- 
ety of circumstances. The continu- 
ing problem is whether it can be 
done, and whether it can be done 
in one interview, and whether it 
biases the recognition results if it 
follows aided recall. 


s L. E. Deckinger, Biow Co., com- 
mented that his committee—as- 
signed to the ratings problem—was 
attacking it in four ways. A sub- 
committee, under Max Ule of Ken- 
yon & Eckhardt, is studying stand- 
ards and methods, to determine 
what is desirable in ratings; an- 
other, under Gordon Scowcroft, 
Campbell Soup Co., will study 
practice—including an inspection 
of methods, watching interviewers 
at work, etc.; a third group, headed 
by Deckinger, will study the data 
already available, and a fourth 
group, under Harry Wolfe, Col- 
gate-Palmolive-Peet Co., will study 
| special projects, including such bi- 
|zarre affairs as the Blair-Hooper 
hassle. 

The third project is an analysis 
of the material turned up by the 
continuing studies. John Caples, 
| BBDO, heads a group which aims 
‘at producing additional informa- 
tion out of the material gleaned 
from the 142 studies of newspapers 
made since 1939, on which $650,000 
has been spent. 

Similar work will be done on 
farm publications, and on business 
| papers. 
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FROM HONOLULU TO MONTREAL—In 1946, O'Maro & Ormsbree held a ‘‘post- 


war plans” meeting with national managers of the newspopers it represents. It has 


since become on annual offoir The 1952 conference was held in Chicago Sept. FOR INFORMED VOTING—Discussing a nationwide contest among industrial editors 
22 and 23, with the quartet above among those present. Shown shaking hands are to stimulate an informed electorate at the forthcoming elections are (left to right) 
Porter Dickinson, assistant general manager, Honolulu Star Bulletin, and E. C. Smith Thomas D'Arcy Brophy, president of the American Heritage Foundation; Theodore 
right), national ad manager, Montreal Star. Watching are John W. Eggers (left), S. Repplier, president of the Advertising Council; Ellen W. Von Dusen and Willis 


sales manager, and J. Rufus Doig, president, of O'Mara & Ormsbee. L. Peck, v.p.s of the American Assn. of Industrial Editors, and Kenneth D. Wells, 
president of the Freedoms Foundation. The AAIE is sponsoring the contest. 


RARE JEWEL—This ad, which cppeared in the Sept. 19 Chicago Sun-Times, is the 
first in a series of three-page insertions to appear each Friday for 52 weeks, totalling 


wath. S 


: ~*~ 

; See 100,000 lines. The novel format uses two comic strips at the top of each 
q j page. The series, according to Donald R. Booz, advertising and sales promotion man- 
‘But | KNOW WHAT | LIKE—These are only six of the 30 men 14. They are (left to right) Victor Lee, Wank & Wank; Glen ager, is designed to increase the young-family traffic in Chicago Jewel stores and 
ond women on the jury which is screening 959 preliminary entries Grohe, free lance; Dave Hendrickson, free lance; Al Camille, will be “educational and informative.’ Jewel is o direct advertiser. 


for the fifth annual exhibition of advertising art conducted by the McCann-Erickson; Lloyd Myers, Holst & Cummings & Myers, and 
Bo<ier of Artists and Art Directors, San Francisco, Oct. 20-Nov. Dick Neely, Young & Rubicom. 


NEW-—The only thing old in the new Drene 
package shown here is the name. The prod- 
uct name is printed in orchid and chartreuse 
against a black carton. It can be read from TEN YEARS—Nat Ames, Calvert sales promotion manager (left), and Waiter Houghton, 
almost any angle. advertising manager (right), receive congratulations from Ed Guttenberg, director 
of advertising, after receiving gold watches on the occasion of their tenth anniver- 

sary with Calvert Distillers Corp. 


vd 


MIKE HAPPY Here W. L. Stensgaard, president of Popai, presides at the organiza- 
tion's outing Sept. 12. At left is George M. “Red’’ Rowland, Gardner Displays, who 
was mc. The intent face in the center belongs to Alfred B. Hailparn, naticnal sales 


promotion manager of Publicker Industries. 


{ i. . ' ; ; 
“Weigh Tig: 
| a i 
FOURSOME—The man addressing the ball is Harry Fenster, of |. Fenster & Sons, 


in the Popai outing tournament. Others are (|. to r.) Richard Lersch, Thos. A GOLFERS—Waiting to tee off at the Point of Purchase Advertising Lorillard; Ed Higgins, Lorillard; Kermit Angstadt, Publicker In- 
Schutz Co; Philip Abel, Kindred, Maclean & Co., and H. J. Palmblad, Hoffman Institute annual outing Sept. 12 were: Fred Walson, P. Lorillard  dustries; Sidney P. Voice, Consolidated Litho, and Peter Mar- 
Beverages Co. Co.; Jerry G baum, C lidated Litho Corp.; Fred Robbe, = zoni, Lorillard. 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ADVERTISING OrFices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer Ferguson Walker Company © Chicago « Detroit ¢* Atlanta ¢ LosAngeles ¢ San Francisco 
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Mind-Changing.. 
ei 
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CONSUMER ANALYSIS 
FIGURES SHOW MEN 

STILL CHANGING THEIR 
MINDS ON SHAVING METHODS 


A continuing shift in usage 
for safety and electric razors 
has shown up in St. Paul over 
the last four years. Let's look 
at the figures from the St. 
Paul Consumer Analysis. 


%_‘: of Men Buying Safety Razor Blades 
1950 1951 1952 
81.3. 19.6°; 14.9°; 


“¢ of Men Buying Electric Razors 
1949 
211. 


1950 
24.3. 


30.6". 


1952 
29.9°; 


= Preference for electric razor 
brands has also undergone a 
change in the four- year 
period. Brand switching is no 
female. monoply. Here are 
the figures for the three top 
electric razors in the St. Paul 
Market. 


‘¢ of Men Owning Electric Razors 


RAZOR 1949 § 1950 1951 1952 
A 442°. 43.8 40.1. 40.5%: 
8 31.6) 30.2). 31a. 29.4. 
Cc 1.6) 26.0) 26.65) 25.1% 


Your product too, has been analyzed 
are interested 
story the St. Paul Market, write 
Consumer Analysis, St. Paul Dispatch 
Pioneer Press. Please state product or 
classification (s} which you 
interested 


If you in knowing it's 


m 


in are 


St Pant, Dispatch 
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Pioneer Press 


RIDDER * JOHNS, INC. — REPRESENTATIVES 
NEW YORK * CHICAGO + DETROIT 


NBC Wins Biggest Contract in Radio 


History: $2,000,000 


(Continued from Page 1) 
ness. The comedian is also slated 
to do 10 shows for Colgate this 
year on the NBC-TV “Comedy 
Hour.” 


s Commenting on the General 
Foods radio buy, John K. Herbert, 
NBC v.p. in charge of sales, said 
this was the first sale under the 
recently announced contiguous rate 
plan. This new discount is offered 
to advertisers buying a combina- 
tion of day and night time periods, 
provided one of the buys is an 
across-the-board show. 

Included in the rate revisions 
made to meet the lower prices of- 
fered by CBS, this plan was spe- 
cifically designed to sell sponsors 
on buying “diversified and undu- 
plicated” day and night audiences 

Mr. Hope’s morning show moves 
into the eastern time spot vacated 
by Procter & Gamble’s “Young Dr. 
Malone” (Biow Co.), which went 
off the air Sept. 19. 


® CBS radio, meanwhile, added 
three sponsors to its client list. 
That network’s perennial replace- 
ment star, Robert Q. Lewis, got his 
first regular radio backer. Milner 
Products Co. will present Mr. 
Lewis, supported by the Chord- 
ettes, in a 15-minute show start- 
ing Nov. 1 at 9:45 a.m., EST. Fea- 
tured product will be Pine-Sol 
cleaner. This represents Milner’s 
entry into network radio. Time was 
bought through Gordon Best Co. 

Riggio Tobacco Corp., 
bowed out of network TV a few 
months ago, will sponsor “America 
Calling,” with dise jockey Rebel 
Randall, over the same network 
starting Oct. 19 at 4 p.m. Hilton 
& Riggio is the agency. 


The third advertiser is Gener-|the exhibit in Louisville, Cincin-|¥@de” the North with a new vita- 


al Foods Corp. (Y&R), which 
signed for a five-minute Saturday 
talk session with Galen Drake 


starting Oct. 11. This time will be) 


vacated by Carter Products, which 
is cutting back “City Hospital” to 
25 minutes. 

On the debit side at Columbia, 
Pearson Pharmacal Co. (Harry B. 
Cohen Advertising Co.) has can- 
celed 
Oct. 5. 


which | 


Worth of Hope 


At week’s end, American Tobac- 
co Co. (Batten, Barton, Durstine & 
Osborn) still had not selected a 
network for its upcoming Horace 
Heidt broadcast. This band leader’s 


last radio series was sponsored by 


Philip Morris & Co. 


® Elsewhere, Mutual Broadcasting 
System signed Plymouth as spon- 
sor of the East-West football clas- 
sic on Dec. 27, which the automo- 
bile manufacturer already is sched- 
uled to televise over DuMont. 
N. W. Ayer & Son is the agency. 
Embassy cigarets, pushed out of 
a CBS-TV time spot a couple of 
months ago to make room for a 
| competitor, will return to video 
|} Oct. 7—on NBC-TV. Lennen & 
| Mitchell has cleared Tuesdays at 
10:30 p.m., EST, for a 15-minute 
telecast starring Bob Elliott and 
Ray Goulding. 
| Another ex-Columbia advertiser, 
| Pepsi-Cola Co., returns to televi- 
| sion next week with a twice week- 
| ly 15-minute series on NBC. Model 
Ruth Woods will introduce short 
film dramas on Tuesdays and 
Thursdays at 7:15 p.m., EST. Biow 
Co. handles this account. 


| Chicago POP Firm's 
‘Seven-City Exhibit 
Gets 3,000 Viewers 


Cuicaco, Sept. 24—About 3,000 
| advertisers and agency people are 
expected to view a special exhibit 
|of point of purchase and display 
material being circulated by Chi- 
cago Show Printing Co. in seven 
cities. 

So far, the company, which is 
50 years old this year, has shown 


nati, Detroit, Buffalo and Chicago. 
| Next week the exhibit will move 
on to Philadelphia and New York. 

The exhibit, designed to suggest 
ways to solve merchandising prob- 
lems visitors might have as well 
as to familiarize them with the 
company, is made up of hundreds 
of pieces of all kinds. 

George H. Hartman Co., Chicago, 


“Inner Sanctum,” effective | is the display manufacturer's agen- | 


>i) sa : 


engravers... 


Fi, your information 
(and use) we show 
above the name and 
address of one of 
America’s finest 


black-and-white. 


color and 
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SUNBURST—Wilson & Co., Chicago, has a. 
new package for its hickory smoked and | 
sugor cured MOR luncheon meat. The 12-0z. | 
can hereafter will carry a yellow sunburst 
with the words “Hickory Smoked Flavor.” | 
Ewell & Thurber Associates, Chicago, is the 
agency. 
Hadacol Returns! | 


$250,000 Budget Set 


| (Continued from Page 1) 
| will place spots with the stations | 


| Vitamin Group to Estill & Co. 


FCC Tells TV Makers 
to Cut Set Radiations 


WasuincrTon, Sept. 25—The Fed- 
eral Communications Commission 
warned today that faulty TV sets 
are endangering the effectiveness 
of the nation’s allocation system. 

The commission told the Radio- 
Television Manufacturers Assn. 
receiver radiations “must be dras- 
tically reduced.” 

FCC pointed out that technical 
standards for the TV allocation 
plan are based on industry recom- 
mendations, but that some indus- 
try members are not living up to 
these standards. 

FCC has no legal authority over 
receiving sets. 

Improperly constructed TV sets 
operate as miniature transmitters 
and interfere with other sets. 


Reuel Estill & Co., New York, 
has been named to handle public 
relations for National Vitamin 
Foundation. 


at time rates, according to Mr.| 3 


| Goldsmith. 


| These stations are located vd ate 


Illinois, Indiana, Missouri, Ohio, 
W. Virginia and other states. It 
is expected that the number of 
| stations participating in this deal 
| will rise to about 90 in the next} 
month. Many of these outlets are | 
listed as creditors of the LeBlanc} 
|Corp. (The company is now being} 
run under the supervision of al 
|court-appointed trustee and will | 
|eventually file a plan for reor-| 
| ganization.) 

| In small towns, the radio com- 
mercials will open with tape inter- 
| views of local druggists. They will 
| be one minute long. 


s After Jan. 1, LeBlane will “in- 


min and mineral tablet, to be 
called either Hadacol brand tab- 
lets or Hadacol brand capsules. It 
| will be a refinement of the Had- 
acol liquid formula and will also} 
be intended for people who have 
{found the taste of Hadacol dis- 
| agreeable, Mr. Goldsmith said. 

In February or March, the com- 
pany will begin a test market op- 
eration for a Hadacol cold tablet. 
The third new product which will 

be introduced by the company is| 
| still under wraps. | 
| 


| 
| 
| 


\® Sales of Hadacol for the month 
of September will be more than 
100% above those of any month 
this year, according to the presi- | 
dent. The company is in the midst | 
of an “It’s a new day for Hada-| 
col” promotion to the trade, in-| 
cluding special discounts and mer- | 
chandise offers. 

Mr. Goldsmith, onetime head of 
Grove Laboratories, joined Le-| 
Blane in July (AA, July 21) as} 
president, appointed by the credit- | 
ors committee and trustee of the) 
then floundering business. The! 
company hit the skids just about 
a year ago (AA, Oct. 8, ’51, et seq.), 
when sales went from a $3,500,- 
000 profit to a loss of nearly $2,- 
000,000 in a three-month period. 
That was when the fabulous Dud-| 
ley I. LeBlanc was president. (He) 
is now a congressman-elect from! 
Louisiana.) 


Tek-Hughes Account to BBDO| 


Batten, Barton, Durstine & Os- 
born, New York, has been named 
to handle advertising for Tek 
toothbrushes and Hughes personal 
brushes, effective Jan. 1, by the 
Tek-Hughes division of Johnson 
& Johnson, Watervliet, N. Y. Han- 
ly, Hicks & Montgomery, New 
York, is the previous agency. 


6 O'Clock Foods Boosts Kates 
Fred R. Kates, secretary and 

treasurer of 6 O’Clock Foods Inc., 

New York, has been elected ” 


| director and v.p. 


simple 
reasons 


Many top 
Chicago agencies 
buy 

ad composition 
from us because, 


to express the facts 
in simple A, B, C’s, 
they like our 

large facilities 
(which mean faster 


deadline service) 


the quality 
of our work 
(which means 


fewer revisions) 
and the 

lower costs 
that result. 


For the same 
simple reasons it will 
pay you to ’phone 
WaAbash 2-6800 

and ask for Agency 
Ad Composition 
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Tea Council's 


Winter Budget 
Goes into TV 


(Continued from Page 1) 
used in the Syracuse tests will be 
used in the forthcoming campaign. 
These consist of six films, each in 
two versions: a one-minute version 
and a 20-second version. The for- 
mer contains instructions for 
brewing tea. It will be broadcast 
to daytime audiences. The 20-sec- 
ond version will be programmed 
primarily at night between popular 
network shows. 

In order to squeeze every ounce 
of value out of this advertising, 
Mr. Thiele said, the Tea Council 
has prepared dealer materials 
specifically designed to connect 
the TV commercials with tea at 
point of sale. 


@ The Syracuse tests were made 
over a 26-week period ending last 
April 15. The purpose was to 
measure the actual tea consump- 
tion of two groups, one of which 
was exposed to TV advertising, 
and, for comparison, another con- 
trol group which was not. 

“It was reasoned,” Mr. Thiele 
said, “that if the group which was 
exposed to the advertising in- 
creased its consumption signifi- 
cantly over the other control group, 
then the advertising could be con- 
sidered effective.” 

Explaining for the first time 
how the test was conducted, he 
said that the study, conducted by 
Elmo Roper, called for a panel of 
housewives, part of them in homes 
without TV sets, to keep a record 
of non-alcoholic beverages con- 
sumed in their homes by them- 
selves and other members of their 
families for two weeks before the 
TV advertising started, and for 
two weeks after the advertising 
had been running for six months. 


# To simplify the record-keeping 
and to assure accuracy, he said, 
each housewife was given a form 
with space for recording all bever- 
ages consmed during this period. 
In the diary form, other foods and 
beverages were included so that 
housewives would not be aware 
that the interest was centered on 
tea. As an added precaution, inter- 
viewers were told neither the name 
of the client nor the purpose of 
the job. 

The study started with a panel 
of 500 women in TV homes promis- 
ing to cooperate and 700 in non-TV 
homes. The number of non-TV 
homes was larger, Mr. Thiele said, 
“because we anticipated some pur- 
chase of TV sets during the winter, 
an assumption that proved cor- 
rect.” 

Beginning last Oct. 15, broad- 
casting was started of 15 TV spot 
announcements each week in Syra- 
cuse. Eleven were 20-second spots 
and four were one-minute. 


s “This is a heavy schedule of ad- 
vertising,” Mr. Thiele said. “It was 
undertaken for three reasons. 
“First, researcheexperts tell us 
that ordinarily it takes at least two 
years to measure the sales effec- 
tiveness of an advertising program 
in terms of increased consumption 


or sales. Elmo Roper emphasized | 
this fact and suggested that the) 


amount of advertising used in a 
single tea season should be in- 
creased to approximate the weight 
of two years’ advertising if it were 
to be measured in one season. 
“The second reason for increas- 
ing the advertising during the test 
period was to make sure that the 
measured results would be suffi- 
cient to be significant. An increase 
of 2% or 3% might be subject to 
question or even statistical varia- 
tion. It was felt that an increase of 


bere’ the bey to the SMARTEST WOOSE 18 TOW 
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MAGAZINE COPY—This Cameo Curtains 
page runs in Better Homes & Gardens, 
Good Housekeeping, House & Garden, 
| Living for Young Homemakers and Woman's 
| Day. (Story on Page 2.) 


14% or 5% would be needed to be 
| conclusive. 

“And third, if the test proved 
successful, it was necessary to 
have significant results as a basis 
for projecting the advertising to 
other markets in a practical way— 
in other words, to help determine 
how many spots are needed in a 
market to do an effective job of 
creating tea sales. 

“If significant results were not 
produced,” Mr. Thiele said, “it 
would then be clear that either TV 
was wrong, our message was 
wrong, or, heaven forbid! tea just 
couldn't be sold.” 


® Results of the survey developed 
the following data: 

Tea consumption in TV homes 
showed an increase of 18.6%. 

The advertising messages regis- 
tered: 88% of people with TV Ye- 
membered the campaign, and 23% 
without TV saw and remembered 
the spot announcements from hav- 
ing seen them in friends’ homes. 

That tea is “hale and hearty” 
was remembered by 71% of TV 
listeners; that tea makes you “feel 
better” registered with 46%; that 
tea “gives you a glow” was recalled 
by 35%, and that tea helps you to 
“sleep better” was remembered by 
22%. 

Before the campaign started, at- 
titudes toward hot tea were care- 
fully probed. After the advertising, 
these same people were _ inter- 
viewed and their feelings recorded. 
Before the advertising, 20% dis- 
liked tea. After the advertising, 
only 13% said they disliked it. 
Before the advertising, 29% said 
they liked tea; after the advertis- 
ing, 38% expressed a liking for tea. 


s “It is interesting,” Mr. Thiele 
pointed out, “that in non-TV 
homes there was practically no 
change in attitude toward tea, so 
television must get the credit for 
the improvement indicated. 

“The Tea Council,” he said, 
“feels that this success story is a 
real guide post for the future direc- 
| tion of advertising tea. The council 
|has appropriated approximately 
| $500,000 for hot tea advertising for 

the coming months. We want to 
|use every penny of it to its best 
| advantage. 

“That is why the Syracuse test 
has given the Tea Council the 
courage and confidence to allot 
100% of its hot tea advertising 
funds to television.” 

Originally, it was planned to use 
23 markets for the council’s fall 
and winter TV campaign. But later 


Last Minute News Flashes 


Simmons to Bring Out ‘Railway Freight Traffic’ 

New York, Sept. 26—Simmons-Boardman Publishing Corp. will 
bring out a new, controlled circulation monthly for shippers in Janu- 
ary to be called Railway Freight Traffic. Size will be 9x12”; the base 
ad rate one time b&w will be $340. J. S. Crane will be sales manager 
and James G. Lyne editor-in-chief. The final circulation figure is still 
to be determined. 


P&G Launches New Non-Neutralizer—Pert 

Cuicaco, Sept. 26—Procter & Gamble today introduced Pert, a new 
non-neutralizing home permanent, at a Chicago press party. P&G said 
it will begin marketing Pert Sept. 28 in Chicago, Detroit, Cleveland and 
Grand Rapids. Radio and TV spots and newspaper linage will be used. 
Biow Co., New York, is the agency for the new product. 


Richfield Schedules Ads in 132 Newspapers 


New York, Sept. 26—Richfield Oil Corp. will use 132 newspapers 
in its fall-winter campaign, now breaking between Maine and South 
Carolina. Ads range from 360 to 1,000 lines. Supplementing Richfield’s 
program, handled by Morey, Humm & Johnstone, is a cooperative cam- 
paign that includes spot radio and TV, newspapers and spot movie ads. 


National Distillers Will Introduce Dominion 10 

New York, Sept. 26—National Distillers Products Corp. will introduce 
a new Canadian blend whisky, known as Dominion 10, during October. 
An undetermined number of newspapers will be used market by mar- 
ket, plus The New Yorker. The new product is expected to be offered 
first in Michigan and Ohio, AA was told. Kudner Agency has the ac- 
count. Dominion 10 is produced at Montmorency Distillery, Quebec, 
owned jointly by National Distillers and Distillers Corp. Ltd. of Scot- 
land. National will market the new product in the U. S., DCL in foreign 
markets. 


Faberge Puts Out Soap; Other Late News - 


e Latest product of Faberge, New York, a gift box of soap in a choice 
of scents, will go on sale in 2,000 stores across the country Oct. 19. 
An extensive newspaper co-op campaign will be scheduled to launch 
the product. The manufacturer furnishes counter displays and other 
dealer aids at no cost. 


e Arthur E. Goldman, formerly an account supervisor for Biow Co., 
has been named director of advertising of Gunther Brewing Co., Balti- 
more. Mr. Goldman at one time was associated with Lord & Thomas 
and American Tobacco Co. 


e How and when Mutual Broadcasting System, New York, will reduce 
nighttime rates is still to be determined. A Mutual board meeting Sept. 
30 will clear the way for action, but the move will not come until the 
details of the new ABC and NBC plans have been released. Both ABC 
and NBC, waiting for virtual unanimous station approval, expect to 
mail explanatory letters to agencies by mid-week. 


e Amurol Products Co., Chicago, is test marketing Amurol ammoniated 
chlorophyll toothpaste in Los Angeles and Chicago. Following the eight- 
week test, which started two weeks ago, the company and its agency, 
Jones Frankel Co., will spend approximately six months evaluating 
test results before making further promotional plans. 


shelves in time for the Christmas 
trade at a probable suggested retail 
price of about $72.00. Elgin had 


Elgin to Import 


and Merchandise 


Swiss Watches 


ELGIN, ILL., Sept. 25—Elgin Na- 
tional Watch Co. will import and 
market a Swiss watch in this coun- 
try under its dwn name. Thus El- 
gin, which has been urging and 


its brethren, the other major watch 
makers in America, Benrus Watch | 
Co., Hamilton Watch Co., and| 
Waltham Watch Co., which have} 
for some time or have recently be- 
gun the same practice. 


suggestion of a tariff hike on 
watches averaging 50%. 

For years now the domestic 
watch makers have been complain- | 
ing that the imported watches—)| 
primarily the Swiss—have been} 
taking a larger and larger share 
of the market away from them. | 


® Between 1936 and 1940, import- | 

ed watches sold 60% of the market. 
| By the 1946-1950 period they had 
| gained over 75% of that market, 
|crowding the domestic brands 
| down. This, at the same time that 

sales volume for both has in- 
| creased. 


it was decided to concentrate in| inju. it J 
the following ten: New York, Chi- | Man’s rejection of the commission's | 
cago, Los Angeles, Philadelphia, | Suggestion was Benrus, which now 
Detroit, Boston, Pittsburgh, Wash- Manufactures and assembles its 
ington, Baltimore and Providence. | complete line of seven-jewel, 15- 
j}jewel and 21-jewel watches 

Mahoney Agency Gets Agnew Switzerland. 
Agnew Jewelry Inc., New York Elgin’s new Swiss watch will be 
has named David J. Mahoney Inc.. @Utomatic winding. Manufacture is 
New York, to handle its consumer U2der way and the watches are 
and trade promotion. expected to appear on dealers 


Least injured by President Tru- | 


in 
|his sons Dudley, who is eastern 


its own automatic line earlier, but 
dropped it about 1950 without ex- 
planation. The new _ imported 


| watches are not to be confused with 


the Wadsworth, which Elgin has 
been selling since 1951 and which 
has imported Swiss parts. 

Young & Rubicam, Chicago, is 


holding out for a higher import! the Elgin agency. 
tax on watches, joins the fold of) 


PAUL E. FAUST 

Cuicaco, Sept. 25—Paul E. Faust, 
75, secretary-treasurer of Feature 
Radio Inc. and former v.p. of Lord 
& Thomas, died yesterday of a 


P | heart attack. 

The unprecedented move is a| 
bid for survival following Presi-| worked for the Courier, Ottumwa, 
dent Truman’s thumbs down Aug. Ia., the Davenport Times and the 
14 on the U. S. Tariff Commission’s | yinneapolis News for several years 


Born in Ossian, la., Mr. Faust 


before joining John Lee Mahin 
Advertising Agency in Chicago. 
He moved from Mahin to Lord & 
Thomas where he worked with 
Albert Lasker, John E. Kennedy 
and Claude Hopkins. 

His contribution to the agency 
was in the development of basic 


| merchandising policies. He became 


a v.p. before leaving Lord & 
Thomas in 1914 to join the late 
Ernest 
Faust Advertising Co. 


® Mitchell-Faust transferred 
assets to Feature Radio, an es- 
tablished subsidiary, two years 
ago, and Mr. Faust became the 
company’s secretary-treasurer. Mr. 
Faust was also a founder of the 
American Assn. of Advertising 
Agencies. 

Mr. Faust’s survivors include 
sales manager for the Columbia 
Broadcasting System, New York, 
and Holman, a free lance research 
specialist of Chicago. 


Mitchell in the Mitchell-| 


its | 


Geyer, Newell & 
Ganger Changes to 
Geyer Advertising 


New York, Sept. 25—Geyer, 
Newell & Ganger today became 
Geyer Advertising Inc. 

The agency earlier this month 
| announced a merger with W. Earl 
| Bothwell Inc. under the Geyer, 
| Newell & Ganger name (AA, Sept 
|8), and the merged company will 
|now be known under the new 
name. 

Geyer Advertising handles Nash- 
Kelvinator, Calvert Distillers (Lord 
Calvert), U.S. Industrial Chemi- 
cals, Zippo lighters, and several 
others. The Can Manufacturers’ 
Institute appointed the agency last 
week. 

The agency has also elected six 
V.p.s. 


s The new v.p.s are: 

George Duram, media director; 
Walker Graham and Ralph Wolfe, 
account executives in the agency’s 
Detroit office; Wesley J. Love- 
man, art director; Henry Turnbull, 
who recently joined the agency 
from Biow Co., and Edward Zern, 
copy director. 

Mr. Duram joined Geyer early 
this year. He was previously media 
director for Lever Bros. Co., Dan- 
cer-Fitzgerald-Sample, H. W. Kas- 
tor & Sons, and an account exe 
tive for C. E. Hooper & Co. 
was at one time chairman of 
radio and television committee ¢ 
a member of the magazine co 
mittee of Assn. of National 
vertisers. 

Mr. Graham has been acco 
executive for Geyer in Det 
since 1949. He was formerly w 
Grant Advertising, McCann-Eri 
son, and Grace & Bement. 


# Mr. Wolfe joined Geyer's 
troit office in 1950. Previously, 
was president of Woife-Jicklir 
Conkey, Detroit, and has served 
as 


secretary-treasurer of 
American Assn. of Advertisi 
- 


Agencies. 
Mr. Loveman has been art a 
previously held the same position 
with Brown & Thomas, Charlés 
Dallas Reach Co. and Hommant- 
Tarcher-Sheldon. : 

Mr. Turnbull was v.p. and gro 
head at Biow, and before that w 
a v.p. of Dancer-Fitzgerald-Sam- 
ple, board plans chairman at Duane 
Jones Co. and account executive 
for Blackett, Sample and Hum- 
mert. 

Mr. Zern has been with Geyer 
since 1948. Previously, he was with 
N. W. Ayer & Son, which he left 
in '41 to become advertising man- 
ager for Warner Bros. Pictures. 


rector at Geyer since 1940. 


WILLIAM H. TOPHAM 

New York, Sept. 26—William 
Holroyd Topham, 54, circulation 
manager of Case-Shepperd-Mann 
Publishing Corp., died Sept. 24 of 
a heart attack. 

Mr. Topham joined Case-Shep- 
perd-Mann, publisher of Electricity 
on the Farm, Fire Engineering, 
| Sewage & Industrial Wastes Engi- 
neering and Water Works Engi- 

neering, in 1924 and had been cir- 

|culation manager for more than 
20 years. He was also active on 
the national circulation round 
table of the Associated Business 
| Publications. 


NPA Revokes Inventory Order 


The Nationa] Production Au- 
thority on Sept. 25 revoked M-65, 
its printing plate inventory order. 
The order limited the length of 
time obsolete printing plates could 
be held by publishers and printers. 
Reason for the revocation is the 
easing of the metal situation. The 
order was intended to stimulate 
flow of copper, aluminum, zinc, 
chromium and nickel to scrap 
dealers. Nickel remains scarce, but 
the printing industry uses a very 
small amount. 
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KH] Promotes Mann 

Terry Mann, an account execu- 
tive for KHJ, Los Angeles, and 
the Mutual-Don Lee Network since 
1946, has been promoted to sales 


manager. The promotion is effec- 
tive Nov. 1. He replaces Leon 
Wray, who has joined Ziv Televi- 


sion Productions, for which he will 
open a regional office in Denver 
Before joining Don Lee, Mr. Mann 
was with Lord & Thomas as media 
and research director and later 
with Foote, Cone & Belding. 


Cameo Curtains 
Finds Success 


(Continued from Page 
decorator height by merely pulling 
a tape 

But this did not mean immediate 
success. Business conditions were 
slow, the idea was revolutionary, 
and dealers were not brand-name- 
minded. The original promotion 
failed. The new curtain was pushed 
as just another curtain, instead of 
as the last word in curtain manu- 
facture. 


2) 


8 Then World War II came. Cameo 
Curtains went into war work and 
made parachutes for the Air Force 
After the war, of course, there was 
a seller’s market in curtains and 
fabrics. Cameo added new lines 
and began pushing Cameo Shir- 
Back curtains on a new basis. Pro- 
motion was expanded, advertising 
was started on a broad scale and 
particular emphasis was placed on 


the patented feature of the Shir- 
Back line. 
“This was and still is a very 


important point,” Mr. Zuckerman 
Says. “Because of the wide accept- 
ance of our patented curtains as 
a result of advertising, it is nec- 


Presenting the local medical 
news, and views on vital prob 
lems of the the 
State Journals wield a compel 
ling statewide influence 


associations, 


Carrying only advertising ac 
ceptable to the A.M. A. Coun 
cils, the Journals maintain the 
doctors’ confidence every 
page —editorial and advertis 
ing 


on 


Penetration of the Journals is 
close to 100 per cent, including 
every member physician in the 
39 states served 


you reach with the 


STATE MEDICAL JOURNALS 


Channelledentirely through 
office, your advertising in 
any chosen number of State 
Journals calls for only one con- 
tract, one original plate and 
one statement. 


one 


Journal of Med. Assn. of 
1ZONA Medicine 

x Med. Society, Journal of 
sat ttle fat State Med. Journal 
pas RE ied. Journal 

ier OF COLUMBIA Med. 
Med. Assn. Journal of 
Journal of Med. Assn. of 


Annals of 


it Med. Journal 

DIANA State Med. Assn. Journal of 
State Med. Soc., Journal o' 

AS Med. Soc. Journal of 

UCKY Med. Journal 

1ANA Journal of State Med. Society 

Med. Assn., Journal of the 

ND Medical Journal 

CHIGAN State Med. Soc. Journal of 


., Journal of 
RASKA State Med. Journal 


JERSEY Journal of Med. Soc. of 
NORTH CAROLINA Med. Journal 
OHIO State Med. Journal 
OKLAHOMA State Med pees 
PENNSYLVANIA Med. Jou 
ROCKY MOUNTAIN Med je (Colo., 

Utah, Wyo., New Mex., Mont.) 
SOUTH CAROLINA Med. Assn. Journal of 
SOUTH DAKOTA Journal of Med. 
Many ged State Med. Assn sewee of 
TEXAS STATE ie - Med 
eae wn Med. Mon 

EST VIRGINIA 
WISCONSIN Med. Jou 
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essary to take special precautions 
to prevent our trademark from 
falling into the public domain. 


® “Many national advertisers do 
not seem to realize the importance 
of protecting their rights in this 
connection. It is part of the ad- 
vertising manager's job to see to 
it that all ads of his company show 
the company’s trademark in the 
proper way. 

“Incidentally, if you want some 
first-rate information on this you 
ought to see our patent attorney, 
Fritz Breitenfeld, who collaborated 
with Otto Kleppner in writing the 
chapter on trademarks in Klepp- 
ner’s book ‘Advertising Proce- 
dure.’” 

But to get back to the develop- 
ment of Cameo. By 1949 it was 
ready for a fulltime advertising 
manager, and Irving Zuckerman 
apparently was the man for the 
job. He had been advertising man- 
ager for Lafayette Radio Inc., and 
before that was an account execu- 
tive at Prudential Advertising, 
which specializes in movie adver- 
tising. 


® Being experienced in movies and 
radio, and knowing a lot about TV, 
it was only natural for him to think 
in those terms. He had no difficul- 
ty in persuading the Rosenbergs 
that TV was the medium for Cameo 
to use. They were already con- 
vinced of that because they knew 
that the only sure way of explain- 
ing the advantages of their cur- 
tains was to demonstrate the sim- 
ple, easy and effective way they 
can be draped by merely pulling a 
tape. 

So Cameo embarked on TV ad-| 
vertising. With the background of | 
his movie experience, Mr. Zucker- | 
man developed the Comedy Cam- 
eos. It is only fair to say, however, 
and Mr. Zuckerman is insistent on 
this, that Cameo had been using 
TV spot announcements about six 
months before he joined the com- 
pany. 


@ He merely developed and ex- 
panded the TV advertising with | 
the introduction of Comedy Cam- 
eos. These are 15-minute programs 
of old movie shorts, carefully se- 
lected and edited. The films are 
rented from film distributors who 
hold the rights to the old pictures, 
and are carefully edited an i] 
shaped into a film package with 
appropriate commercials. 

Time is bought city by city. Fif- 
teen-minute showings are used | 
three times a week in 17 cities and 
twice a week in Los Angeles and 


San Francisco. Dealers are kept 
advised on all new pictures or 
shows as they come up. 


In addition, Cameo is convinced 
that it is the responsibility of the 
manufacturer to educate his deal- 
ers on how to merchandise brand 
name goods. In consequence, Mr. 
Zuckerman carries on continuing 
sales promotion to a mailing list 
3,000 dealers. Cameo employs 
five men who are on the road the 
larger part of the year helping 
dealers with displays, merchandis- 
ing and advertising 


® Recently, Cameo offered custom- 
ers, through local dealers, a coupon 


deal whereby customers received 
special] curtain rods for Cameo 
curtain labels. More than 4,000 


were received. 
241 different 
iilable. Its price 


coupons 
The cempany |! 
sizes of curtains a 


is 


list runs 12 pages 

Fair trade con'racts are made 
with all dealers The _ industry 
needs the stability of fair trade, 


Mr. Zuckerman sis, as there was 
too much throat-cutting competi- | 


tion in the past. 

As a result of i's TV and maga-'| 
zine advertising and its dealer} 
promotion, Came» Curtains has} 


doubled the numier of its dealers | 
in three years. ‘With increased 
promotion, * Mr. Zuckerman says, 
“we expect to up that figure in 
less than two years.’ 


pending 
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Breitenfeld Complains That Too Few Ads 
Show Trademark Claim; Tells How to Do It 


(Continued from Page 2) 
used the words “Registered in U.S. 
Patent Office” or “Reg. U. S. Pat. 
Off.” or the letter “R” enclosed in 
a circle’.” 

Of 36 ads in the Sept. 15 Life 
that gave notice of registration, 
none, Mr. Breitenfeld pointed out, 
was burdened with the lengthy 
legal notation “Registered in U. S. 
Patent Office.” Eleven used the 
second or abbreviated form sug- 
gested in the law, and 20 showed 
the simple “R” within a circle. The 
remaining five ads used such un- 
orthodox phrases as “Trade Mark 
Reg.,” “Trade Mark Reg. U. S. A.,” 
“Reg. T. M.”, etc. 


@ There were about 80 other ads 
that involved trademarks but 
which gave no notice of registra- 
tion. Some of these, Mr. Breiten- 
feld said, probably did not have 
trademarks registered, but this 
could not be true of all of them, 
since several nationally known 
brands were included in the group. 
In only six of these 80 ads was 
any attention directed to the fact 
that a trademark was involved at 
all. Five ads used the word “trade- 
mark,” and one merely used the 
initials “T.M.” 

An ad in a recent issue of New 
York Times Sunday Magazine used 
the phrase “‘Trade Mark Pending.” 

“That doesn’t make much sense,” 
Mr. Breitenfeld said. “A trademark 
is a common law right, acquired 
|} through the use of the mark. A 
registration gives the 
trademark owner no greater rights 
than he had before his application 
for registration was filed. The 
benefits of registration accrue only 
after registration. 


s “Perhaps one of the strangest de- 


velopments of recent years,” he 
continued, “is the use of an asterisk 
next to a trademark, but unkeyed 
to any footnote. Time after time 
| the reader’s eye drops automatical- 
ly from an asterisk to a footnote 
that isn’t there. 

“The frequency with which this 
occurs leads you to believe that 
omission of the footnote was ac- 
cidental. But apparently, some ad- 
vertisers seem to believe that the 
asterisk per se has some signifi- 
cance of a legal character. It’s 
time that someone directed atten- 
tion to the fact that the mere ap- 
plication of an asterisk to a trade- 


mark means nothing without a 
footnote of some kind. 


® “While I’m not an advertising 
man,” Mr. Breitenfeld said, “it 
would seem to be a simple matter 
in order to avoid possible loss of 
damages in the event of a trade- 
mark infringement suit, to add the 
symbol ‘R’ in a circle next to the 
trademark, if it is registered, or to 
refer by an asterisk to a notation 
at the bottom of the advertisement 
‘Reg. U. S. Pat. Off.’ 

“Neither of these methods would 
interfere with the artistic design 
of the ad, or clutter it with ex- 
traneous matter. But their use will 
protect the trademark owner.” 

Mr. Breitenfeld cited a recent 
case in point. In June, the Com- 
missioner of Patents upheld a de- 
cision of an examiner of trade- 
marks refusing registration to Loft 
Candy Corp. for the words “‘Choco- 
late Cocoanut Royals.” The word 
“chocolate” and “cocoanut” were 
disclaimed, and the word “royal” 
was held to be the name of a par- 
ticular kind of candy, rather than 
an indication of who made it. 


s The commissioner stated in his 
written opinion that “applicant has 
submitted an early advertisement 
of its products, but this does not 
show trademark significance; the 
words ‘chocolate covered cocoanut 
royals’ appear in the same style 
and relation to text as the names 
of other kinds of candy included 
in the advertisement.” 

“In other words,” Mr. Breiten- 
feld said, “the early Loft advertis- 
ing did not use the words Choco- 
late Cocoanut Royals as a trade- 
mark, and omission of the capitali- 
zation, the absence of any indica- 
tion that the word ‘Royal’ was 
a trademark, militated against the 
company when the case came be- 
fore the Commissioner of Patents. 

“A trademark should always be 
capitalized or set off in some dis- 
tinctive style, so as to indicate that 
it is a name and not merely a com- 
mon word. The important thing is 
for the owner to use his trademark 
as a trademark and to insist that 
others do the same.” 


Sales Corp. Appoints Frank 

Self-Service Corp., New York 
merchandiser of non-food products 
to the supermarket industry, has 
named Herbert W. Frank Co., Bos- 
ton, to direct advertising. 


AMERICA'S 
FIRST 
ENGRAVER 


DAY-NIGHT 


REVERE 


PHOTO ENGRAVING Co. 
712 FEDERAL STREET, CHICAGO 5, ILL. WA 2-8816-7-8 
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This Week in Washington... 


Federal Statistics Are in a Jungle 


By Stanley Cohen 
Washington Editor 


WASHINGTON, Sept. 25—Although 
the Bureau of Labor Statistics has 
reconciled its consumer expendi- 
tures study with previously pub- 
lished studies of other government 
agencies, there is still an impor- 
tant unanswered question. 

BLS says editorial] errors, and 
differences in definition, caused it 
to report that consumers spent 
more than they earned in 1950, 


even though other surveys indi-! 


cated consumers finished the year 
with substantial “profit.” But isn’t 
it relevant to ask why BLS rushed 
ahead with the publication of its 
repert without checking it against 
other publicly published material? 


More than a year ago, for ex-| 


ample, the Department of Com- 
merce calculated that consumers 
saved a total of $11 billion in 1950. 
Federal 
elaborate studies showing that 
consumers continued to save in 


1950, despite high rates of spend- 
ing. 
The government’s statistical 


work is coordinated—after a fash- 
ion— by the Bureau of the Budget, 
which is supposed to see that no 
two federal agencies duplicate each 
other, and that they all observe the 
highest professional standards of 
performance. 

But federal statistical work is a 
jungle, with a multitude of agen- 
cies jealously guarding their spe- 
cial interests against the ambitions 
of others. In the case of the BLS 
report, the mania for autonomy 
produced disastrous results—to 


BLS and to federal statistical re-! 


search generally. 
e o * 

Federal Reserve figures indicate 
that 1950 was actually a _ big 
savings year. In fact, the year 
ended with the number of “spend- 
ing units” holding liquid asscts at 
an alltime peak—38,.000,000. More- 
over, the percentage of units with 
moderate amounts of liquid assets 
increased during 1950. “Median” 


holdings dropped from $810 to $710.) 


But this apparently resulted 
largely from the conversion of liq- 
uid assets to other forms of invest- 
ment. 
a * e 

Political researchers poring 
over the Federal Reserve reports 
on consumer income might have a 
hard time deciding the kind of 
“bribe” best suited to attract votes. 
Many families obviously have a 
variety of sources of income. So 


it is hard to anticipate the appeal | 


which would be most likely to hit 
home. 

The largest percentage, of 
course, depends in whole or part on 
wages and salaries (78%). An- 
other 22%—including some of the 


wage and salary people—get pen- | 


sions. Still others have income 
from farming, professional work, 
rea] estate, business investments, 
etc. 

Federal Reserve believes about 
three in ten “spending units”’— 
something more than 15,000,000 
persons—are getting some income 
from business investments of one 
form or other. About one in seven 
has investments in income-pro- 
ducing real estate. An estimated 
5,000,000 individuals have stock in 
publicly held corporations. An- 
other 4,250,000 own unincorpor- 
ated businesses, or privately held 
corporations. An estimated 3,000,- 
000 farm operators own their own 
farms. 

Most of these “capitalists” are 
small fry. However, 5% of the real 
estate owners whose interests 
amounted to $10,000 or more ac- 
counted for two-thirds of the total 
investment. One per cent of the 
stockholders, with holdings of $10,- 
000 or more, accounted for two- 


Reserve Board released! 


thirds of the total value of stock 
reported. 
ae + = 

There is no legal barrier to pre- 
vent former Federal Communica- 
tions Commissioner Robert Jones! 
from going ahead with his plan to 
practice radio law. The so-called 
McFarland Act, adopted by Con- 
gress this year, says commissioners | 
must wait a year before practicing | 
if they resign before completing 
their terms. But the law peg 
cally exempted Commissioner} 
Jones and the other members of | 
FCC who are serving at this time. | 

Commissioner Jones was best 
known for his determined fight for 
a decision to go ahead immediately 
with color television and because 
|}of his concern for exhaustive in- 
vestigation of Paramount's appli- 
cation for TV license renewals. 
Generally, however, he was con- 
| sidered FCC’s most conservative 
member. He staged a strong cam- 
|paign against the TV allocation 
|plan, which he considers illegal 
|}and unworkable. 
ee ee e 
| When FCC opens its first compe- 
|titive hearings for contested TV 
|channels next week, it is insisting 
that the mountains come to Mo- 
|hammed. Broadcasters in Denver, 
| Portland, Ore., and St. Petersburg 
had filed petitions suggesting that 
FCC teams take testimony in the 
cities where contested stations are 
to be located. They pointed out 
witnesses would be readily avail- 
| able, and substantial savings would 
result. 
| But FCC said it can’t afford to 
| send its people out of Washington. 
Chances are the commission is 
| doing the applicants a good turn. 
| Testimony can be submitted in 
| writing. Hearings will be shorter, 
| and decisions will come that much 
sooner. 


« o 

The International Materials 
Conference has abandoned its 
committee on pulp and paper set 
up two years ago to make sure all 
| “free world” countries got at least 
a “minimum” amount of newsprint. 
During its operations, the com- 
mittee diverted about 30,000 tons 
| of newsprint from U. S. consumers 
to other nationr. 

In abandoning newsprint allo- 
cation, the conference said news- 
print production is up 4% and that 
|no emergency shortages are antici- 
| pated. 
| 
| 
Cecil & Presbrey Gets 
| Marlboro Cigaret Account 

Philip Morris & Co., New York, 
has appointed Cecil & Presbrey, 
New York, to handle Marlboro cig- 
arets, replacing Biow Co. This 
shift reportedly was made because 
of Biow’s current heavy activity 
for Philip Morris and Dunhill 
cigarets. 

In the past, Cecil & Presbrey has 
handled daytime network radio 
for Philip Morris cigarets, but this 
schedule was discontinued some 
time ago. Marlboro is running TV 
spots and magazine copy. 


N. Y. Dotted Line Club Elects 


The New York Dotted Line Club | 
has elected Arthur P. Hibbard | 
president. Mr. Hibbard is adver- | 
tising manager of Gift & Art Buy-| 
er, New York. Other officers | 
elected are Jack C. Gafford, v.p., 
Advertising Publications Inc., and 
advertising director, ADVERTISING 
AcE, Chicago, Ist v.p.; A. W.! 
Brownell, associate district man- 
ager, Atlantic district sales, Mc- 
Graw-Hill Publishing Co., New 
York, 2nd v.p., and Charles A. 
Wardley, eastern manager, the Oil 
& Gas Journal, Tulsa, 3rd v.p. 


‘N. Y. Post’ Promotes Fox 

Harry M. Fox, a member of the 
New York Post sales staff for six 
years, has been promoted to de- 
partment store advertising man- 
ager. 
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DALLAS DECLARATION—Gothered around a blowup of the Dallas Advertising 
League’s new Declaration of Advertising Principles are (from left) William A. Roberts, 
assistant general manager, KRLD (AM and TV); Ben H. Wooten, president, Dallas 
Chamber of Commerce and Ist National Bank of Dallas; Ira DeJernett, head of De- 
Jernett Advertising; Ray Beall, of Ray Beall Advertising; Pat Brassell (pointing), 
Nieman-Marcus; John J. Shea, president of Lone Star Wholesalers Inc. and spokes- 
man for TV set distributors in the area who have announced their own standards for 
set advertising, and Ralph Nimmons, manager of WFAA-TV. 


Grater Joins McCann 

Harold Grafer, formerly v.p. and 
general manager of Norex Co., a 
subsidiary of Schenley Industries, 
has joined the New York office of 
McCann-Erickson as a v.p. and 
general executive. 


SOMEBODY'S SECRETARY 


VeRom THE BOSS RAVES Yuarcx COMICS 

| THiS SALES-PROMOTIONAL | ARE TOPS FOR 
READERSHIP 

AND THIS BOOK WAS 


ws =— 


Fe full information and free sample 
booklets, write to the leading pro- 
ducers of special-purpose comics: 


HALL ASSOCIATES 


17 East 42nd at Madison, New York 17 


Introduces Color Variety 

Radiant Color Co. Oakland 
maker of fluorescent products, 
has introduced new fluorescent 
silk-screen colors made with a 
modified oil base, The colors in- 
clude chartreuse, orange, orange- 
yellow, red, green, cerise, and 
orange-red. 


LIBEL 
SLANDER 
HAZARD 


ADVERTISERS © AGENCIES ¢ CLIENTS 

are all exposed daily to claims for LIBEL, 

SLANDER, Invasion of Privacy, Viola 
tion of copyright 

INSURE THIS HAZARD! 

Our unique policy is adequate and 

amazingly inexpensive 

proves — it’s smart to be protected 


WRITE FOR DETAIL 
“AND RATES 


EMPLOYERS 
REINSURANCE 
CORPORATION 


Insurance Exchange 
Mo 


Experience 
Kansas City 


He studies AA for 
ideas to put to 
work for his 
agency s clients 


If you are looking for mint-fresh thinking 
for your clients (and what agency 
man isn’t?), may we suggest that 

you give up that bad habit of skimming 
through Advertising Age during 

’ your frantically busy office hours. 


Listen to William Frazier who has found 
he must read AA at home to give 
it the study it deserves: 


“Advertising Age is number one 

on my list of ‘must’ reading because it 
gives complete, unbiased coverage of 
advertising and marketing news. Each 
issue is crammed with the mint-fresh 
thinking of the nation’s top creative men. 


“In this Atomic Age of marketing, 
yesterday's horse-and-buggy ideas and 
methods no longer move merchandise. 
Fresh selling ideas, greater impact and 
initiative are required to expand old 
markets and to uncover and develop 
new ones. 


“Advertising Age gives me 

tomorrow's news today and keeps my 
thinking in sharp focus on vital 
marketing and advertising problems. 


Vv 


corre 


William E. Frazier 
Account Executive 


John Falkner Arndt & Company, Inc. 


Philadelphia ; 


“Of course, I have AA sent to my home 
where I can take the time to read and 
study it thoroughly for ideas 

to put to work for our clients. It 

would be impossible to give AA the at- 
tention and study it deserves, if I 

tried to read it during office hours.” 


Well, that’s it. Plenty of 

admen agree 100% with this suc- 
cessful account executive. If you are an 
office skimmer of AA, try 

making a switch to studying it at home. 
Mail us NOW the order 

coupon below for a personal subscription 
to be sent to your home address. 

With it we will send you, FREE, a 
copy of the new edition of 

“The Creative Man’s Corner,” reprinted 
from one of the most talked-about 
features to appear regularly in 
Advertising Age. 


| ADVERTISING AGE | 
Dept. S29, 200 E. Illinois St., Chicago 11, Ill 
Please enter my l-year subscription to Advertising Age and mail 
it to my home address. I am to receive FREE a compilation of 
“The Creative Man's” most provocative articles. 
| My name ¢ Title 
ls. Company 
Free bd | 
f- 
Z © Company | | 
with your home i ; . 
° e () My check for $3 is enclosed. [) Bill me later. [© Bill my firm. 
subscription | 
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There are two markets that salesmen have long 
exploited in their efforts to increase volume: 


1. Present customers 
2. Companies served by competitors 


In fact, the emphasis on traditional ways of 
getting business by sales to present customers or 
by taking business away from competitors may 
make us overlook the fact that a tremendous 
third market is developing right under our noses. 


In the next ten years there will be millions of 
dollars of new business to be done . . . business 
which just didn’t exist before. This is the 
important third market that is not now being 
sold by anyone. 


It is a market that, by 1960, will be composed 
of 18,000,000 new people . . . 5,400,000 new fami- 
lies. To serve these millions, there will be thou- 
sands of new plants come into existence, filled 
with new equipment, chewing up countless tons 
of materials and supplies. And most important 
of all, this new industrial giant will be managed 
largely by men who are not now wedded to any 
supplier—either you or your competitors. 


NB I 
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Who will sell this third market? Which com- 
panies will dominate the expanded economy of 
the next decade? 


The markets of 1960 will belong to the com- 
panies that start planning for them and working 
toward them now. And these companies which 
outstrip competition will have had the benefit of 
a continuing long range advertising program. 


It will be consistent advertising which recognizes 
both immediate problems and the big job ahead. 
It will be advertising treated as a capital invest- 
ment and geared to basic company planning. 


That kind of program year after vear establishes 
a company firmly in its field... and in the 
minds of the men who will be doing the buying 
two, five and ten years from now. 
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